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7-96 Neckwear Displayer. 14’ high, 13"' wide, 7-97 Combination Shelf and Drape Stand. 23" high, 
with 6" x 8" Lucite base. 18" wide, with one 8'' round shelf and 6" x 9" 
Lucite base. 


Display It Well 


Just as the master craftsman uses the best tools to turn out his expert handicratt, 


so does the good displayman use the best tools available if he wants to produce the 


highest type of display work. For every factor plays a deciding role in the finished 


window or store display. Plastic display units as fashioned by Scheuer craftsmen 


Are 


role 


the ultimate in fine display fixtures and displayers, the kind that play a big 


in making windows sell more merchandise. We invite your inquiries and will 


gladly cooperate with you in meeting your particular requirements. 


a 


SCHEUER 
FIXTURES 
LSS MEST 





307 WEST 38'* ST.. AT EIGHTH AVE., NEW YORK CITY 18 
ORIGINATORS AND MANUFACTURERS OF MODERN PLASTIC DISPLAY FIXTURES 
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NOW IN STOCK 
COmMmUFGS FOR CHRISTMAS 


About 200 Designs to Choose From 


FINEST DESIGNS . . . FINEST COLORS .. . FINEST QUALITY .. . LOW COST 
SIZES TO FIT STORE POSTS ... WALLS :. . LEDGES . . . WINDOWS 


Ym oa ; > ; ¢? 
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“Christmas Bells’? Comura. Size 15” x 90”. On clear plastic, X-206...Each $4.75. On Comura stock. ..$3.75 


SIMPLE 
To 
MOUNT 
TO 
ANY 
SURFACE 





Few a Royal 
Sn | 


Fairy princesses, court jesters, angels, Christmas carols, 





bells and holly sprays create a series of designs in the 
spirit of a Fairyland Christmas. Gold, royal purple and 
pastel tones, 10 oil colors, on Comura stock. 













QUANTITIES 
X-229 “Fairyland Christmas” Size 30” x 90” Upright....Ea. $5.75 LIMITED 
X-227 “Fairyland Christmas” Size 15” x 90” Upright....Ea. 3.75 ORDER 
X-228 “Fairyland Christmas” Size 15” x 90” Horizontal.Ea. 3.75 NOW 
ASSURE 
DELIVERY 






COmUFGdS are the finest of design, halftone silk 
screen processed in sculptured effect technique giving 
illusion of depth, in beautiful oil colors, onto flexible 


Comura stock. 


HOW TO USE. Treat as wall paper. Cut to size, paste, 
staple or mount to any background. Simple to install 


and remove, beautifully attractive and effective in use. 


“Christmas 





























Candles” 




















Hundreds of other designs also avail- 





able. They are illustrated in giant 


size catalog, sent free upon request. 
















COmUFGS designed, produced and distributed 
exclusively by 


W. L. STENSGAARD AND ASSOCIATES, INC. 


376 N. JUSTINE ST. CHICAGO 7, ILLINOIS 













Comura. Size 15” x 90”. 
On clear plastic, X-208 
Each $4.75. On Comura 


stock, X-209 $3.75 


CHRISTMAS HOLLY, stars, 
candles, ribbons and bells re- 
produced in 10 glorious oil colors, 
red, green and gold predominat- 
ing, combine in this lovely series 







of designs for holiday decoration. 
X-206 and X-208 are halftone 
silk screened on clear plastic for 
mounting directly on window 
glass. X-207 and X-209 are on 
Comura stock for treating wall 
and post areas. 











Display’s Great Monthly Digest 


DISPLAY WORLD 


COMBINED WITH 
MERCHANTS RECORD AND SHOW WINDOW 
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EE 
Pass This Issue Along OUR NEXT ISSUE THE COVER 


You get the most value from DISPLAY Included among several special features in the From one of a group of State street windows 
WORLD when you share it with others. See 
that it reaches other executives of your organi- 





October |5th issue will be many Christmas display at The Fair Store, Chicago, comes the striking 


ration and the members of your department. ideas, and a particularly fine group of photographs display shown on this month's cover. It was 
0 from Copenhagen to bring you up to date on the one of a series by Reed Schlademan, display 

latest in European display. Reports oncurrent display director, featuring "The Modern World”. 
0 ens — ' “~ in Los Angeles, New York City and Chicago will of (Color photograph by courtesy of W. L. Stens- 


O .. pahgesk plavictie ut Course appear, together with numerous other features. gaard & Associates, Inc., Chicago.) 
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She exemplifies the new Long Look — rounder shoulder, curving waist, bold hipline. 


She’s one of Mary Brosnan’s piquant, exclusive new mannequins. 


foil Wibiaws doe 


498 Seventh Avenue, New York 18 * Mary Brosnan Mannequins ¢ Cyrille Steiner Fixtures 
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CUSTOM MADE PAPIER MACHE AND LUCITE CREATIONS 
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THE WORLD'S 
GREATEST 


CLAIMS 


EXCLUSIVE TO 
SHIPMAN 
PATENTED 
WINDOWS «. 





SIDEWALK SALESMEN 


i 








It makes your window appear eight times its actual size. 


It gives your window depth, distance, perspective and 


It shows your merchandise from eight different angles. N 
beauty. L 


It makes your "just one more window" the most beautiful 
and dramatic window on your street. 


It requires no background, and can be effectively trimmed y 0 
in one-fifth of the time needed for any other window. N 


IT MAKES SALES. WI 


NO MATTER 


how large, how small or how 


obscure your window ... 


The Shipman Mirror Treat- 
ment will make it the out- 
standing window on your 


street. 


You may buy an Exclusive 


Franchise for your city 
OR 
Rent a Complete Unit for 





any size window and have it 


installed for 6 or 12 months. 


The latest patented Shipman mirror window showing window empty, with 
shelving in the apex. The above model is available in sizes to suit any window. 


Listed below are twenty-four leading stores in the United States and Canada that were the first to recognize and use the 
SHIPMAN PATENTED MIRROR WINDOWS. These stores have already used the Shipman windows continuously for an 


average of 106 weeks, and many of them are now in their fourth franchise year. 


NEW YORK 

Lord and Taylor 
CHICAGO 

Carson, Pirie and Scott 
ST. LOUIS 

Scruggs-Vandervoort- 

Barney, Inc. 

DETROIT 

J. L. Hudson Co. 
BUFFALO 

J. N. Adam & Co. 
CLEVELAND 

The Higbee Co. 


BOSTON TORONTO 
Jordan Marsh Co. 
SAN FRANCISCO 


Gimbel Brothers 


WASHINGTON 
S. Kann Sons Co. 
NEW ORLEANS 


T. Eaton Co., Ltd. 
MONTREAL 


H. Liebes & Co. T. Eaton Co., Ltd. D. H. Holmes Co. 
MINNEAPOLIS OTTAWA ST. PAUL 

The Dayton Co. Murphy-Gamble, Ltd. Schuneman's, Inc. 
MILWAUKEE WINNIPEG INDIANAPOLIS 

Ed. Schuster & Co. T. Eaton Co., Ltd. L. Strauss & Co., Inc. 
OAKLAND SEATTLE CINCINNATI 

Kahn & Co. Frederick Nelson Co. John Shillito & Co. 
PITTSBURGH PORTLAND RICHMOND 


Meier, Frank & Co. Miller & Rhoades, Inc. 


FREDERIC SHIPMAN STUDIOS - 512 Fifth Ave., New York City 18 
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LAND OF PLENTY? 
-VOT in Raw Materials! 


Like many other commodities today . . . the quality ingredients 





that go into the making of the distinctive GUSTAVE RUBNER 
line of decorative fabrics and papers are not as plentiful as 
they should be. Our jobbers know this and are placing their 
orders accordingly. We suggest that you do the same. Play 
safe. Make your selections today from one of America’s most 


attractive lines of display creations. 


Hi Lights for Christmas: 


JEWEL CLOTH * FOIL CLOTH 
JEWEL STRIPED FOIL CLOTH 
PLUSH PEX « SNOW PAPER 
JEWEL STRIPED TAFFETA 
RHINESTONE CLOTH e SPANGLETTE 


Member 


GaTiosat associations 
OF orePLat ieessTeEs 


_. . AT YOUR FAVORITE JOBBER Ny) 


display creations 
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MACY'S TELLS GIMBELS 





And we tell you 
That Base Metal Units 


Are this Season’s clue. 


If you want to perform miracles with your Christmas decorations 
come to our new showroom 
to see 


Ay unusual Digabay of Displays 


ALLIED DISPLAY MATERIALS INC., 65 MADISON AVENUE, NEW YORK 16, N. Y. 


Actual scene from ‘‘Miracle on 34th Street’ showing Base Metal Units as photographed in Macy's 34th Street, New York City by 20th Century- 
Fox Pictures Corp. 
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“MODERN STORES NEED MODERN DISPLAY” 


Skirt & Slack Racks are Silent Salesmen 


DUSTPROOF 


SKIRT and 
SLACK RACK 


Model SK400 


The newest and best skirt 
rack on the market. The 
heavy plate glass is mod- 
ern in appearance and 
protects garments without 
interfering with display. 
Bleached maple, large ca- 
pacity, sturdy construction. 
48” high — 52” long. Has 
either 100 slack or skirt 
arms. Arms and clips 
chrome plated. 


COMPLETE ALL CHROME SKIRT RACK 


135 00 Model SK100 
= This is the last word in all-steel racks. It is the 


answer to the progressive merchant's plea for a rack 
which is not bulky, and yet strong enough to hold 100 
garments. Specify whether skirt or slack arms are 


; required. $95.00 EACH 
Write for Catalog Full-length cardholders, $5.00 extra 


a _— BLEACHED OAK SKIRT RACK 
‘STURDY METAL mivates 


Bleached oak skirt rack with 96 arm capacity. All- 
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Garment chrome arms with chrome clips that hold each skirt 
securely. Noted for its beauty, large capacity and 
Rack sturdy construction. No cardholder. 


Model SK200 


Sturdy, all - chrome, 
metal garment rack 
with patented base. 
A very. popular 
model rack. 96 
arms, _ all -chrome. 
Sturdy and practi- 
cal. For beauty of 
design and general 
utility this rack is 
unexcelled, With 
7 x 11 cardholder. 


COMPLETE 


$95.00 


EACH 





NATIONAL HANGER CO., INC. 253 w. 26th St, New York City 1 


Representatives: Mr. Morty Fay, 17 N. W. 2nd Ave., Miami, Fla. Mr. Harry Intriligator, 60 South St., Boston, Mass. 
Phone Number 25994. Phone Hancock 0504. 
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In Answer to Your Many Inquiries of... 


WHAT’S NEW IN GARMENT HANGERS 


We are Proud to Present the Following... 


OUR FAMOUS 


SLACK SET HANGER 


No. 180-MC 
Slack Set Hanger for two or three piece 
= slack sets and suits. The construction 
G ) of the hanger enables you to hang the 
slacks or skirts outside of the jacket. 
| oa This enables you to show your gar- 
ments fully without disturbing the 
Vi buttoned jacket. 
ee vanized finish. 
we Galva 


Q. \\ $22.50 Per Hundred 
== 











Also available in all Chrome 
Finish $32.50 per Hundred. 








THE HEAVIEST 


PLASTIC HANGER 


EVER MADE 
No. 405-L 


This new plastic hanger is the heaviest hanger on the market 
today and has all features necessary for use in up-to-date dress 
departments. Built so strong and heavy it is practically inde- 
structible. Even heavy enough for coats. 17” long — notches 
on top and bottom, chrome-plated hook. New low price. 





ALL PLASTIC 


SUIT HANGER 


No. 400-MC 
The very best suit hanger on the market. Unexcelled for your 
better suit lines. An all-plastic hanger with chrome-plated steel 
hook that revolves. All steel clips that really hold. 


$37.50 Per Hundred 











CLEAR PLASTIC 


<= SKIRT HANGER 
No. 600 


Clear plastic with cold-rolled steel clips adjustable to 14” long. 
For any size skirt from children’s to large sizes. Chrome-plated 
hook and plated clips. Most flexible skirt hanger on the market 
today, with a beautiful appearance that will enhance the merchan- 
dise it displays. 





Jobber Inquiries Invited — Write for Catalog 


NATIONAL HANGER CO., IMC. 253 W. 26th St, New York City 1 


Representatives: Mr. Morty Fay, 17 N. W. 2nd Ave., Miami, Fla. Mr. Harry Intriligator, 60 South St., Boston, Mass. 
Phone Number 25994. Phone Hancock 0504. 
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The New Modern Way . . 








Color Kit with Spotlight Holder . . 


. Just what 
you need for decorative lighting and to spot- 
light a special portion of your display ... 


The following lenses are furnished with each kit: 
Red, Green, Blue and Amber. 


ee $1.95 
Spotlight Holder, complete with cord 
NE ice Recawesensesusteescukeous 1.95 


Birdseye Reflector eee watt, each.. 1.05 








—— LIGHT 


To Stop Traffic and Boost Sales 
No. 1100—SPOTLIGHT DE LUXE 





Our finest, with special concen- 
trating grill. Throws sharp beam. 


Deluxe in every respect. Highly 
polished chrome - like finish. 


Color lenses to fit—blue, red, 
amber and green. 


°4 2 . 50 Each 


Color Lenses, each........ $1.10 








No. 1200—SPOTLIGHT 


NEW 
SWIVEL 
SOCKET 


This handy socket 
is ideal for dis- 
play lighting. Swi- 
vel construction for 
focusing lamps at 
any angle. You 
will have use for 
lots of these prac- 
tical sockets. 


75¢ EACH 





The last word in hooded spot- 
light units. Made of spun alum- 
inum with high chrome-like fin- 
ish. For the better store. 


$9.50 Each 








The FAMOUS SWIVELIER LINE of Lighting Fixtures to —) your Displays 


Swivelier “NIMBLE-LITES” 
WITH HOOD SHADE 
and 
Porcelain Keyless Socket 
Wired—Ready to Plug-in 
(BULBS NOT INCLUDED) 


Completely Enclosed Hood to fit 
up to 300 Watt Spot-Light or 
Flood-Light Bulb. 


7, 50 Each 





H607GR 








Swivelier ‘“NIMBLE-LITES” 
Wired—Ready to Plug-in 


(BULBS NOT INCLUDED) 


Place or attach wherever needed, 
and plug into nearest receptacle 
. - Base has holes for screw attach- 
ment... 
shade .. 
any angle . 
wing-nuts to adjust. 


quality finish on base and 
. The socket stays put at 
- no set screws or 





>92.60 Each 





¢ Also Headquarters for Hangers and Modern Display Aids 


JOBBER INQUIRIES INVITED — WRITE FOR CATALOG 





NATIONAL HANGER CO., INC., 253 w. 26th st., New York City 1 


Representatives: 


MR. MORTY FAY, 17 N. W. 2d Ave., 
MR. HARRY INTRILIGATOR, 60 South St. Boston, Mass. 


Phone number 25994. 
Phone Hancock 0504. 


Miami, Florida. 
































sherman weir inc. 


has re-opened their 


midtown showroom at 


it's original location 


209 east 26th st., n.y.c. 


where they are continuing the showing of 


the fall and christmas line 


telepnone atwater 9-6900 


tne space occupied by the former 


showrooms at 222 east 92nd st., n.y.c. 


has been converted into additional 


worxing space to accommodate new 


custom order studios 
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These New Lines Will be 
shown by Our Representatives 


n October and November. 


Schack’s are READY 


for you 


NOW! 


with excitingly New 


SOUTHERN WEAR... 
VALENTINE and 
EARLY SPRING 
Promotions... 


Our Showroom is Now 
Complete with Unusual 
Fresh, New Decoratives... 


New Type Palm Trees . . . Jungle Flowers in 
Wild Plumage Colors—Huge Bamboo... 

New Valentine Promotions . . . Early Spring 
Set Pieces as fresh and new as 


the first buds coming up through the snow. 


chack’S 


“SINCE exe: _NC 





WINDOW — INTERIOR — STORE DISPLAYS — ARTIFICIAL FLOWERS — FOLIAGE 
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It seems only yesterday that we nailed up our shiny new shingle . . . while the 


colors were still drying on our fresh-hatched samples. It's been such a busy year 
... $0 full of inspiration and perspiration . . . that we hardly noticed how tempus 


was fugiting! Do drop in and help us celebrate! 


CHELIX 


Iuc. 


PAPIER MACHE AND OTHER EXCITING DISPLAY TECHNIQUES - 361 WEST 58th STREET, NEW YORK 19, N.Y. = CIRCLE 6-943) 











the New Silhouette 
Sloped Shoulders 
Willowy Waisted 
Padded Ftip Line 
New Hem Length 


ta 


236-238 West 40th Street, New York City 


Created to Accent Ia 
| 
x 
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Santa’s Workshop 








This display is 84" wide, 36" high and 4" deep. It is printed in nine different colors on 100 point card stock. The entire 
background and moving parts are set in a wooden shadow box frame. It has EIGHT ANIMATED FIGURES. 


1. The Gnome (left hand corner) has double action of turning 4. Santa shakes with mirth. 


wheel and moving arm. 5. Jack in Box jumping in and out. 
2. The Gnome with packages has a teetering action as though to 6. Painter works on drum with up and down stroke. 
save packages from falling. 7. Gnome on horse rocks back and forth. 
3. The Gnome making sled has very realistic hammer action. 8. Tailor puts finishing touch to doll with natural sewing action. 


This 84" display is made in two parts and folds over to facilitate shipping. The package size will be 36" x 42" x 8". The 
cost of this display complete with motors attached is $75.00 F.O.B. our factory. 


Santa and Reindeer Santa by the Chimney 





E wa ata sabe —— ; | 


The Santa Reindeer is beautifully printed in nine colors. It is 33" x 48" x 4" Santa by the chimney is 26" wide, 
and very sturdily constructed with a wooden shadow box frame. The front 41" high and is printed in seven 
has a heavy piece of acetate printed to give the effect of a window with different colors. Santa wags his 
icicles. The Deer gallop and Santa waves his arm, while in the sky the stars head and waves his arm. The 
are twinkling making it a LIGHT AND ACTION DISPLAY. The cost of this cost of this display with motor 
display complete with motor is $35.00 F.O.B. our factory. attached is $20.00 F.O.B. Brooklyn. 


GREGORY MOTORS INC. srooxiyn ine y. 


CANADIAN REPRESENTATIVE: Walter Dickinson & Co., Ltd., 184 Bay St., Toronto, Ont., Canada. 
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The Corrugated Display Material 


WIN-DO-DEC is a flexible corrugated paper that is spe- 
cially coated to produce distinctive EYE-APPEALING 
colors. Guide lines are printed on the liner side to assist 
in cutting numerals and letters. WIN-DO-DEC is availa- 
ble in a variety of colors that makes it possible to blend 


with almost any color scheme already identified with a 


product. 





... AT IT’S BEST 


Write for your FREE color chart! 
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Here are a few of the 
Many Uses for Win-Do-Dec 


Floor coverings and backgrounds. 
Shelf and show case decorating. 
Floats and amusement centers. 
Manufacturing Display units. 
Covering posts and walls. 


For displaying merchandise. 


- oe 





THE AJAX BOX COMPANY Zrfeciircwr of conrveare PAPER PRODUCTS 


2270 2 Oo. wentOm AVE. -¢ CHICAGO 16, FUL. 
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... for the hundreds of 


interiors ... the many chain 
store orders... the thousands of 
small sprays and unusual 
decorative requests you 
showered us with. We’re 
rushing your orders 
through to you 


... and again 


THANKS A MILLION! 


NO TRAVELING SALESMEN 
NO CATALOGS 
YOUR LOCAL JOBBER REPRESENTS .US 


: SHlill Sime For More Requests 


vee 


OWER AND DISPLAY COMPANY 


: Manufachirers Smpro YIU ALLL eed year of display exfrertence 
15-17 WEST 106¢h STtREGY - BEWc VOR KK, 11, 8B. ae 
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They’re New! 
5 Laminated 


\ __. DISPLAY PANELS 


—white finish All ft, wide ‘ 8.ft. high 


Before you plan, see the Greggory family of 
display construction boards. They're laminated, 
both sides alike, with beautiful surface finishes. 
Use these panels right as they come from the 
carton, or paint them any special color desired. 
Use these 5 panels together or separately to 
form backgrounds, partitions, merchandise dis- 
Block Bevy Boord— — players, platforms, window mats, pylons, val- 
white finish - 
ances, dividers, columns, and showcase and 
ledge trims. 


Each panel incorporates special Greggory 
manufacturing processes: Striped and Block 
Bevy Boards can be bent along any of their 


embossings, Curvo Wallboard and 28-Ply Curvo 
have rigid bent curves, and 28-Ply Flexit can be 
formed into any curve desired. 


Curvo Wallboard 
and 28-Ply Cur m 
a Write today for our 12-page catalog fully 


describing each of these outstanding boards. 


= \ GREGGORY, | 
of Wnt 


\ 


T/), | 
-— Se See as 


folders, inventory bulletins and price lists. 

















Dealers and DISPLAYMEN: 


Get the new Greggory catalog — FREE! 


Distributors GREGGORY, INC. 
2929 S. Wabash Ave., Chicago 16, Ill. 


. 3 . Please send me your new catalog describing the 5 new display panels. 
Write for information 


Name 


on our Discount Policy, 
Address 


catalog offerings, etc. City, Zone, State 
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_ Encore: Eneore?’ 
Repeating 


fast Years 


NATION WIDE SUCC 


SOLID COLORS « GENUINE METALLIC HOOKS 











ORDER NOW While Stocks Are Complete 


2%" Diameter Our good fortune and yours! After 
$12.00 Gross _ last year’s spectacular demand, we 
set the wheels in motion for a 1947 
2%"' Diameter repeat. Now stocks are on hand for 
$15.00 Gross immediate delivery of these smart 
and gay metallic glass balls for your _ 
2%" Diameter Christmas display at these low — 
$18.00 Gross prices. Don’t delay. Order today. 





COLORS... Royal Purple Orchid 
Surprise Pink Emerald Green Turquoise 

Shocking Cerise Midnight Blue Coronet Red 
Natural Gold Chartreuse Silver Glow 








GLITTERING METALLIC LUSTROUS SATIN 
FOIL PAPERS RIBBONS 


26° Width FOR DISPLAY 
COLORS .. & GIFT WRAPPING 


¢ Surprise Pink * Shocking Cerise No.3 %” 100 yd. Bolt . $3.50 
eChartreuse ¢ Natural Gold 
¢ Turquoise ¢ Emerald Green 


¢ Coronet Red * Midnight Blue No. 9 12" 50 yd. Bolt . $3.50 


*Silver Glow ¢lce Blue No. 40 2%” 50 yd. Bolt $5.75 
¢ Fuchsia ¢ Baby Blue 


No. 5 4" 100 yd. Bolt . $4.50 


No. 120 4" 5oyd. Bolt $8.50 


All colors available, including 
hues that harmonize and match 
with the metallic foil papers and 
metallic balls. 


10 yd. Rolls 
100 yd. Rolls 


REAM ROLLS 


(Prices on Request) 


Art R. Cohen Company 


MODERN DISPLAY EQUIPMENT 
810 PENN AVENUE, PITTSBURGH 22, PA. 


EER EME ENCE RE TLE. MRE Sk dns SN pte ; . * : GT a ee OR ; % « cw e 
ye é get * ss m = 





SEPTEMBER, 1947 DISPLAY WORLD 


HOLD THAT LINE AT 
YOUR WINDOWS WITH... 

















V4 
Theyhu BIG Up to 8 feet in height — 


and big in styling too, with massive molded fluting 
— heavy fibre board construction. Ideal for use 
with manikins where extra height is needed, as 
well as for general merchandise settings. 


en 











Theyre SMART Beautiful and strik- 


ing have a grandeur and grace that display 
merchandise at its best. Available in a variety of 
colors, styles, and types to meet every need for 
backgrounds, wings, curving sets, and other dis- 
play settings. 











eS 
_ PLEAT CURVE 


aiae Ay Theyive TIMESAVERS 


ae oe ) Can be easily handled and quickly | 
and concave surfaces . A installed, unrolled in a flash, practically I 
cee ae no tacking required —a_ distinctive 

setting in a matter of seconds. 











5 ii j i Bull 


.  sTRUCTY 


See them ¢ 


t your Sherman display 


ler’s. 
a _ Here are the latest ideas “_ 
i 
This true- -color sampler W 
wine. a 


"Ask for yout COPY “- 

PAPER cement CORPORATION 
Newton Upper Falls 64, Mass. 
LOS ANGELES ° NEW YORK CHICAGO 
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Warning! 





NO OTHER SUN SHADE CAN EQUAL 


GENUINE TRANSPARENT SHADES 










Applied in our own factory, our 
Infra-Chem formula requires 
specially designed machinery under 
control of technical engineers. 


Patented /uffia Chem *Process 


GIVES YOU REAL SUN PROTECTION 


For your own protection, we are 
publishing this warning: 


Others may make a shade from plain 
“dyed material” that Jooks like a 
real Transparent Shade .... and offer 
“bargain” prices. BUT 


Only genuine Transparent Shades give 








TRinity 0851 


Address all correspondence to Box 2135, Dept. DW 8 


Terminal Annex, Los Angeles 54, Calif. 


*Patent Pending Copyright 1947 TSC 
A 











RANSPARENT SHADE COMPANY 


501 N. Figueroa St. « Los Angeles 12, Calif. 





you the patented Infra-Chem* process. 
Only Transparent Shades give you this 
real Sun Protection plus Visibility in 
all colors. 


Don’t be misled by imitations. Insist on 
genuine Transparent Shades—created 
and made only by Transparent Shade 
Co. Look for the identifying label. 





SEND FOR THIS FREE BOOK on 


how to stop display “sunburn” and hiding BE, 


TRANSPARENT SHADE CO., Box 2135 





Name Position 





Store Name 


Address 


508 Paore, 
cr 
8 Aes visinniny 


Dept. DW8 Terminal Annex, Los Angeles 54, Calif. 


Yes, send me your free illustrated book on how to get “Sun 
Protection plus Visibility through Transparent Shades.” 
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No. 739—CHRISTMAS STARBURSTS — An_ unusual No. 742—GIANT CHRISTMAS CARD—A colorful set No. 763—SINGLE HOLLY LEAF UNIT—Rich green 
decorative hanging unit for use throughout the store . . piece for interior or window display . . . snowy white holly leaf spattered in white with a bright red satin bow 
sparkling white snow finish . . . one 16” x 16” x 16” and front with cut-out Christmas tree and glistening silver back . . . frosty wire outline . . . two 10” white circular 
one 12” x 12” x 12” Set of 2, $6.95 . . . bright ornaments and bow .. . large shelf . . shelves shaded with gold . . . glisteming white base .. . 

size 53” x 34” x 12” Each, $18.95 size 40” x 20” x 12” Each, $8.95 





















































No. 745——-LAMP POST AND FENCE -—A unique reminder No. 764—GOLDEN CHRISTMAS SCREEN-—Two panel No. 753 TOY SOLDIER—A charming toy soldier dressed 
of the Christmas season . . . frosted green lamp post screen covered with rich gold and white striped paper in rich red, blue and silver . . . frosty white base and 
and lamp with pine and bright ornament decoration .. . - « « egg-crates and dowels finished in white blended with house . . . bright red roof . . . black posts shaded with 
frosted black simulated iron fence . . . bright red sign gold . .. size 84” x 45” x 7” Each, $27.50 gold . . . burnished gold chains . . . size 51” x 48” x 15” 
size 76” x 48” x 15” Each, $19.95 No. 765—GOLDEN CHRISTMAS PLATEAUS — Sizes, 
30” x 23” x 10” and 24” x 23” x 10”. Set of 2...$18.95 TOY SOLDIER ONLY 


No. 748—FROSTY MAIL BOX—A functional frosty white No. 754 DOOR AND LAMP—A clever three-dimensional a 
| box - + + lovely blue baroque decoration and post unit . . . shaded blue and white shingle wall . . . white D¢ )k RR “ ” 
two 8” circular white shelves shaded with blue... cut-out door shaded with gold . . . rich blue lamp with “8 
naximum of display space . . size 36” x 15” silver back . . . pine spray, colorful ornaments and red 


> Be, 
am See bes a ee ae Each, $19.95 Display Manufacturers @ Portsmouth, Ohio 
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ALL 100% FIREPROOF 


er nP P 


. SPARKLE PLUME WREATH: Thick clusters of aluminum foil plumes. 





In case you've forgotten an essential case, 
counter, table or column. 


SPARKLE PLUME: Aluminum foil. Pastel Green, Blue, Pink, Gold, Magenta 
on Silver. 15” long, 5” wide. Each 75¢ 
LONG LEAF METAL PINE SPRAY AND CONE: Christmas Green aluminum leaf, 
gold metalic pine cone. 6 ft. long, 30’ wide. Each $42. 00 
STARBURST PLUME ORNAMENT: Aluminum foil center. Mounted on gold ring. 
Pastel Green, Blue, Pink, Gold, Magenta on Silver. 20” diam. Each...$7.50 
IRIDESCENT PLASTIC TREE: Crushed iridescent colored glass laminated on 
clear plastic. 19% high x 12” wide x 12” deep. Each $6.50 
FIBRE GLASS TREE: Discs of dream-puff fibre glass mounted with colored 
glass *%4 inch — Tree in White or Pastel Green only. 42” high, 20” 
widest diam. Each $40.00 
Pastel 
outside 
$35.90 
Parchment shade with 


Green, Blue, Pink, Gold, Magenta on Silver or multicolored. 40” 
diam. Each 


SANTA BOOT LAMP:Full sculptured composition boot, 


laminated ribbon. White, Gold, Christmas Green, Christmas Red. Overall 
size 24” high. Shade, 14” diam. x 8”. Each $35.00 
CANDELABRA BAROQUE BRACKET: Full sculptured composition. Wiring 
Underwriter Approved. White antiqued with Gold. 31” high, 18” deep. 
Each $40.90 








LAST MINUTE 
TRAFFIC 


IMMEDIATE 
BLISS DISPLAY 


460 WEST 34th ST., 
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CHRISTMAS 


STOPPER 


oz 


~ 


Here are 16 traffic stoppers that really 
sparkle with holiday sales appeal. 


SNOW CRYSTAL ORNAMENT: Same construction, size and colors as C. 


" Bach $7.50 


PRINCESS PINE SPRAY: Thick pine blended with Christmas Green metallic 
holly leaf, Shocking Pink berry and metallic ribbon. 56” long, 21” wide. 


Each $22.50 
SLEIGH AND REINDEER: Full sculptured composition. Perfect showcase traffic 
stopper. Reindeer 17” high, 10” long, 2” thick. Each $12.30 
Sleigh 17” long, 742” high, 6” wide. Each $10.90 
SANTA TEENIE: Full modeled, flexible body, dress in fabrics with maribou 
trimming, natural hair whiskers, 16” high. Each $25.90 
RENAISSANCE ANGEL: Beautifully sculptured head and hands. Metallic 
cloth robe. Spun glass wings. 18” long. Each $18.00 
SPUN GLASS SNOWFLAKE: Large 48” Diam. Each $40.90 

Med. 22” Diam. Each 315.90 


SPARKLE POINSETTIA: Aluminum foil blossom and leaves. Magenta Blos- 
soms, Green and Silver leaves. 30” long, 16” wide. Each $22.00 


SPUN GLASS HOLLY SPRAY: Leaves of White spun glass, berries and bow 


. available in Silver, Gold, Red, Green, Blue. 4 ft. long, 15” wide. Each $18.00 


DELIVERY 


PRICES, F.O.B. N.Y.C. 


CORPORATION 


NEW YORK 1, N. Y. 
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WE CARRY A FULL LINE OF 
DISPLAY FABRICS AND ACCESSORIES 


Member 


Watieeat association 
OF Bisecal iepesrarts 


Nv 


PReSeESHTE WtcRaseree 
oerecateties 


6 Eost Loke St. 


“The House of Service” 





130 WEST 46th ST., NEW YORK 19,N.Y. 


ST. LOUIS 
927 Century Bldg, 


8 a= 


GENCY Sipe... 


haram 


exclusive 


~ 


For all your display needs we pre- 
sent flameproof REGENCY STRIPE— 
a lustrous, laminated Satin-faced ma- 
terial with a plastic Vinylett back- 
ing. It’s soft! It’s pliable! It’s perfect 
for all your draping and covering 
requirements. For window and back- 
ground. What’s more — REGENCY 
STRIPE can be printed, embossed, 
die-cut, silk screened, draped and 
mounted. It’s ideal for backgrounds, 
artificial flowers, case linings, edg- 
ings and three dimensional displays. 


Alternate stripes are each 2'2"’ wide 
in the following attractive color com- 
binations: Emerald and White; Cerise 
and White; Blue and White; Red 
and White. 


REGENCY STRIPE is available in 37” 
width at all Maharam Branches and 
at your local jobber. Either plain 
or moired. 


Prices: 


ot ee ee re: $1.55 per yard 
PICO oa svn Os . 1.65 per yard 


LOS ANGELES 
1113 So. Los Angeles St, 








w 
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MANNEQUINS 


| Pasco V0. 


293 SEVENTH AVENUE, 8th FLOOR, NEW YORK 1 


MANUFACTURERS OF MANNEQUINS SINCE 


out of this world 





1909 
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111 EIGHTH AVENUE 


NEW YORK II, N. 
Phone: Watkins 9-7200 


Suppliers of Artificial Hair and Rayon Yarn 
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COMMER and HOLMOY 
DISPLAY ? 


Thats cosy with tS 
FROST, EE % 


B SNO! 22, 
ee yj 


FIREPROOF — LIGHT WEIGHT — CUTS EASILY — CLEANS EASILY eT é 





o. 189012 


a 


Simple as A B C to make any size or shape. 





by 


WINDOW 
DISPLAYS 


FROSTEE DISPLAYS will stimulate interest and 
maintain the urge to buy merchandise which is on 
display while the viewer gazes with admiration 
upon the realistic Frostee Synthetic Sno setting. 
Frostee Sno is a display material that is flexible 
in its uses. The same Blocks can be used many 
times for holiday and winter merchandise dis- 
plays. Because of its adaptability to these two 
seasons, an elaborate, Frostee Sno display will 
cost you less than you think. 


Fireproof Frostee Sno Blocks and Flakes are sold by leading display jobbers in the U.S. and Canada. 
Manufactured by FROSTEE SNO COMPANY, Antioch, Illinois 
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SOFT + LUXURIOUS ~ GLAMOROUS - FASCINATING 


IN THE MOST POPULAR COLOR OF THE DAY... N U D E 


Enchanting cascades of rich net in brilliant swirls 
and fascinating folds .. . the ““Dream Background” 
for the most beautiful display window. Chi-Chi-Net 
by Dazian’s does this—and more —for with all of 
its abundant charm, it still holds its place, blending 


to perfection with the merchandise displayed. 





Practical? You'll find it strong and sturdy, well 
able to withstand the rigors of whatever treatment 
you might plan for it. And you'll find it most 


economical. too! 


| ¢ 
LD incucs WIDE : PER YARD 


WRITE OUR OFFICE NEAREST YOU FOR A FREE SAMPLE 











731 SO. HOPE STREET e LOS ANGELES 14, CAL. 
630 BOOK BUILDING e DETROIT 26, MICH. 





= D ) ‘ DAZIAN'S INC. 

‘ Gentlemen: 

| NC. + Please send free sample of CHI-CHI-NET. ; 

ESTABLISHED 1842 STORE 

The World’s Largest Display Fabric Organization : NAME | ; 
142 WEST 44th STREET e NEW YORK 18, N. Y. 
260 TREMONT STREET © BOSTON 16, MASS. Tiietadeiaain 
125 NO. WABASH AVENUE e CHICAGO 2, ILL. 
: ADDRESS 
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SYLVANIA BIRDSEYE REFLECTOR LA 


Spotlite 


Concentrator oa 


Super Spot 












Floodlite 


Tubular 


a enna 


dseye Reflector Lamps 
for every 
. fit all 
s! No 


nia Bir 
aaa in sizes and types 
effect desired . . 
ockets. No alteration 
ded! 


arem 
lighting 
ordinary $ 
extra reflectors nee 








Painting with light most important 


in window display 


“The artistry of the window display man is manifested in two 
ways: one, in his ability to arrange the objects he has to work with 
in a given setting to the best advantage; two, the way he ‘paints 
with light’ this stage so that he creates precisely the mood he in- 
tended ... with careful consideration to color, texture, beauty. 
sales appeal of the merchandise on display. 

“For this work, I find Sylvania Birdseye Reflector Lamps with 
Color Clips and colored glass filters unsurpassed.”—J. Jacobs, Win- 
dow Display Director, Crawford Clothes Inc. 





Take a tip from some of America’s finest stores. Use Birdseye 
Reflector Lamps—made by Sylvania—for the exciting touch 
that creates sales. Write Sylvania Electric Products Inc., 500 
Fifth Avenue, New York 18, N. Y. 


SYLVANIA 
ELECTRIC 
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W. M. ZEPPEN-FIELD STUDIOS | - 


923 NORTH COLE AVENUE HOLLYWOOD 38, CALIF, 


Creators and Designers of ; 


HIGH STYLED MANNEQUINS . . . HIGH-GRADE NOVELTIES 
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free flowing aisles and glowing colors ; 
‘+ is a functional selling machine properly 
| out to expedite the flow of merchandise 
m the store shelves into the customer's 
vands. The building itself is merely a 
il that houses this selling machine but of 
course this shell can be made to contribute 
to still more sales efficiency, or it can con- 
tribute to losing sales and raising the cost 


1 
l- 
ld 


of doing business. 
‘ood store layout calls for the coordina- 


tion of many phases of retailing. I recall 
an illustration made by Walter Hoving 
many years ago. He pointed out that 


George Washington bridge is a_ beautiful 
piece of architecture, but only because it 
fulfills its purpose in a simple, direct man- 
ner. If it did not perform a useful function 
it would soon be considered an eyesore and 
end by being torn down. 

Now we all know the function of a 
bridge, and the best layout would be a 
straight line, wide enough to handle peak 
period traffic. But the planning of a bridge 
takes plenty of engineering skill though the 
idea behind the layout is relatively simple. 

In the case of laying out a retail store, 
the overall function is a bit more difficult 
to understand. It is not quite as easy as 
drawing a straight line, but many of our 
store layouts would probably be much bet- 
ter if we did stop at that. 

Who is best equipped to furnish the back- 
eround knowledge for the functions of a 
retail store? The answer is, the people who 
have a clear concept of the final sales ob- 
jective; and these people should be those 
who can coordinate the various activities 
so we shall end with one coherent, unified 
selling machine. They must know some- 
thing about the economics behind the entire 
scheme of producing and distributing mer- 
chandise to fill the wants and needs of the 
ultimate consumer. They should understand 
various types of retail operations and what 
makes them “tick”. They must be over-all 
store merchandisers with some knowledge 
of buying, promoting, advertising, display- 
ing, selling and certainly they should have 
some knowledge of stock control and sales 
figures and how they affect the over-all 
store operation. They must also understand 
turnover figures and that turnover must be 
controlled. Why? Beeause the store layout 
should be planned to facilitate stock con- 
trol methods, and store operation, as well 
as to make it easier for customers to buy 
merchandise, and easier for sales people 
to sell merchandise. There is much more 
to the functions of a store layout than 
merely ending with an artistic arrangement 
of fixtures presented in a color scheme that 
puts us in the so-called world of tomorrow. 
We must be practical from a merchant's 
point of view as well as artistic. 

[ am going to take a few moments to 
ighlight the important background think- 
ing for your consideration when planning 
ny store layout. This background think- 
ig is strictly from a retailer’s point-of-view 

the man who is investing his money in a 
retail business to make profit. Let’s start 
analyzing the point-of-sale, as this is 

only possible point of profit in any 
rchandising set-up. Suppose we should 


ve a flashing light over here. This flash- 


A MODERNIZED store is not just a 
A sitting with new embellishments, 
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The How And Why 
Of Store Layout 


By VERNON H. JONES 
Manager, Store Planning And Merchandising Laboratories 
Goodyear Tire & Rubber Company, Akron 


"The sales area is just like a blank page in a magazine. The success of the 
blank page as an advertisement would depend on how the space is used 
to tell the story through illustration and copy. ... Like the blank page, the 
walls and floor space of a store or a department are an investment 
which can be made to pay off, and functional store layout to expose 
more merchandise to more people is one of the keys to the pay-off." 


ing light would be symbolic of merchan- 
dise being sold at the point-of-sale. The 
sales speed of various commodities would 
be represented by each flash of the light, 
and like the ticking clock, it flashes on 
and on. Research men, retail merchan- 
disers, as well as producers, keep close tab 
on these sales flashes so they will have 
some guide for production as well as for 
buying and selling. They want to know 
more about consumer buying habits and 
sales trends so that the right merchandise 
will be on. hand and on display, in the 
right quantity, when customers want it, and 
at the right price. To a certain extent the 
entire nation’s business hinges to the point- 
of-sale, not to mention research, buying, 
production, product and package design, 
fixture and equipment development, store 
layout, store design, internal store mer- 
chandising and display arrangements, pric- 
ing, promotional window and feature dis- 
plays, as well as advertising. 

Product and package designers want to 
fit their designs to sales location to simplify 
selling, as well as to include features in the 
design to make the product easier to 
handle, easier to use, etc. 

Fixture and equipment designers want to 
develop equipment in the proper size and 
shape to display more merchandise in 
limited space and to make the equipment, 
the merchandise afid the display materials 
go together to make up one unified presen- 
tation. 

Internal store merchandisers want to do 
a scientific job of manipulating merchandise 
on display inside the store. 

Advertising and display promotion men 
want to feature the most timely, in-demand 


items by waving a red flag. so to speak, 
over those items more people want to buy 
now. The retailer's store layout must co- 
ordinate these functions as well as many 
other contributing factors. 

One important contributing factor re- 
tailers are faced with today is the fact that 
labor costs and expenses are on the up- 
swing, yet the trend of retail selling prices 
is downward. There is only one answer 
and that is to reduce selling costs. Good, 
practical, store layouts can be made to 
help achieve this objective. Think of the 
layout as an assembly line which extends 
from the manufacturing plant through the 
retail store to the point-of-sale, where the 
merchandise is distributed to the customer. 
Now let’s streamline this assembly line. 

Suppose we should have a business slump. 
What stores would suffer first, and what 
stores would have their doors open the 
longest? My guess is that the stores with 
high selling expense would be the first to 
go, and retail selling organizations like 
Sears would be the last to feel the bite— 
because men like Les Janes and Findley 
Williams of that organization have a clear 
concept of store layout as a means to re- 
duce selling costs. 

At this point you might say that your 
store is different, but is it? Perhaps today 
you are catering to the so-called carriage 
trade. Certainly all of your customers do 
not limit their purchases to just your store. 
Perhaps it would be a good idea to find 
out what other types of stores get their 
business—and how much. You might end 
up by discovering that your customers also 
buy in all types of other stores. 

[Continued on page 114) 





OR the past several Christmases Mat 
shall Field & Co., Chicago, has used a 


story book windows along the 


Series ot 
State street side of the store, and the reac 
tion to. these 


making that type of display a tradition for 


windows bids well toward 


Christmas at Field's 

The design department, of which John 
Moss, I%., is the director, felt that a series 
of windows on the theme “Merry Christmas 
from our house to yours” would express a 
homey sentiment which would be in keep- 


ing with the feeling of the public a couple 
With that thought in mind a 


oO! years ago 
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—An 18-foot Christmas tree is lowered onto 
its base by means of strong cables as part of 
Field's rotunda display. In the background 
can be seen some of the 3,500 feet of gar- 
landing used for this part of the store alone. 
. . . At the right, putting the finishing touches 
on the house used for "A Christmas Dream"; 
a view of the finished house is seen on the 
opposite page— 


display was planned to simulate a model 
village in one corner window and in each 
window along State street there was de- 
picted the door of some home, a typical 
American scene. 

The next year, since the response had 
been so favorable to the first series, the 
design department decided to set up the 
“Night Before Christmas” with each win- 
dow portraying a scene from that story. 
Verses from the story itself were used in 
large books in each window, thus the 
window shopper could follow the entire 
story reading from the corner window at 


hristmas 


Washington and State north to the window 
at Randolph and State 

The success of that particular display 
project was tremendous \ great many 
letters arrived asking for a repeat of the 


windows for the following Christmas. 
Before making a final decision, however, 
to repeat the window set-ups for a second 
year, Field’s sent out 10,000 letters as a 
The response to the questionnaire 
was remarkable; something like 4,500 per- 
sons replied, of which more than 4,000 
wanted a repeat of the window series. 
That response decided the issue, and the 


survey. 
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t Marshall 


State street windows were again turned 
over to the portrayal of the “Night Before 
Christmas” in almost identical fashion to 
the displays of the first year. This second 
display series met with as much applause 
as had the first year’s story group. 

Many wrote in asking that Field’s make 
the set-up a yearly affair, and continue as 
a tradition to run the “Night 
Christmas” windows year after year. 

The series brought Marshall Field & Co 
wide-spread publicity through the press as 
well as through the personal type of ad- 
vertising by the pleased observer. 

This last year, 1946, Field's wanted again 
to do something in the same vein, but at 
the same time something a bit new and 
different. Thus it was decided to devise 
an original story, created especially for 
the group of 13 State street windows. The 
result was “A Christmas Dream,” written 
by Helen McKenna who had formerly been 
employed in Field’s sign bureau. Probably 
this was the first time that a new = stor) 
has ever been written for Christmas win- 
dows. 

One ot the leading characters of the 
story is Uncle Mistletoe and since he was 
pure fiction there was much conjecture 
within the department as to his appearance. 
Mrs. Johanna Osborn, manager of interior 
display for Field's, mentioned the matter 
of the fairy godfather or good angel char- 
acter to her husband, Addis Osborn, in- 
structor at the Art Institute, and _ he 
sketched a figure with a jolly, plump face 
and rosy cheeks. From that rough sketch 
the display department constructed the 
models to represent this character right in 
the store’s own workshops. 

The idea for this series took shape back 
in June of 1946, with working sketches mad 


Before 


—Some members of Field's display production 
staff seen while making cotton-bodied Santas 
and assembling a host of jacks-in-the-box— 
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in August, but up until the very end there 
were still new ideas coming to light which 


meant a twisting here and a turning there 
in the story. 

lo give time tor the setting up of the 
window scenes, frames of red and white 
candy stripes, which later were used as the 
frames for the story scenes themselves, were 
placed along all 13 of the State street win- 
dows in full view of the public and dark 
green curtains were drawn across the open- 


ings with a large question mark centering 
the space to arouse the curiosity of the 
passersby. It was not until Thanksgiving 


Day that the public was given a_ view 
ot the windows, when the entire group was 
unveiled for the delight of the observers. 
Between the working sketches and the 
unveiling on Thanksgiving Day, the work- 
shops on the 13th floor at Field's, where 
the display department is located, had been 
a bee-hive of activity. Work moved in 
almost assembly line fashion. There were 
houses to be built and painted, as for ex- 
ample the house in which lived Jo Ann and 
Jim-Jam, the story’s boy and girl char- 
There were jacks-in-the-box, roly- 
poly Santas, cotton-bodied snow men, ani- 
mals of all shapes and varieties—plus a 
hundred and one other prop items to be 
made and finished down to the last eye- 


1.1 
last), 


acters. 


was a 60-hour job, for instance, just 
to pen the story onto the legend cards for 
the displays. 
» Ann and Jim-Jam had to be made in 
13 different poses, and this job was handled 
outside of the store. 

he evening before Thanksgiving was the 
busiest time, for then everything had to be 
finished unveiling on the 
following day. 


ready for the 


Painters and electricians complete the top 
section of Santa Claus’ Christmas castle. The 
promotion went on view Thanksgiving Day— 


Field & Co. 
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—These are two scenes from the series of 13 
displays which portrayed ‘A Christmas Dream". 
In the one at the left, Uncle Mistletoe arrives 
at the children's home by way of a magic 
carpet on which he later conveys them to the 
North Pole for a visit with Santa Claus. In 
the next picture the three visitors are guests 
of Santa and Mrs. Claus at dinner— 


And yet the setting up of the story-book 
windows was only a part of the Christmas 
display story at Field's, for down the big 
center aisle of the famous store it is tradi- 
tion to create a fairyland for Christmas 
and the customer has come to expect some- 
thing breath-taking. The aisle space had 
to receive its full share of attention from 
the display 
story-book windows for State street. 


group, right along with the 
Great 
white ornamented trees were designed so 
that gay, charming little angels might lean 
out of balconies 
placed high up in the trees to hold tantaliz- 
ing gifts down over the children below. 


window openings and 





The work of setting up these elaborate 
decorations required as many as 100 workers 
at a time, putting in eight hours during 
each of four nights, plus an entire Sunday 
of work to install them. The great trees 
were lowered into place on their bases, 
which were gilded trunks, by means of 
cables. These eight aisle trees ranged from 
25 to 29 feet in height and required 700 
individual pieces of ornamentation cut from 
employees 
working for two solid months. Garlanding 
in the State street store “well” totaled 3,500 
made 


yaper and assembled by six 
] 


feet in 


Forty-eight stars 


length. 








37 





































By 
ESTELLA DE LANO! 


from papier mache required two months of 
work, while 6,500 watts of electricity were 
used to make brilliant the stars and trees 
in this display. 

Another tradition at Field’s for Christmas 
is the enormous tree which is set up in the 
Walnut room on the seventh floor. Last 
vear the tree came trom Wisconsin and 
measured 45 feet in height 

The trimming for the tree was put on 
in layers, with winter sports items around 
the bottom, children’s toys next, and_ bal 
loons and finial at the top, making a total 

[Continued on page 107] 
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New York Displays 


By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 


HES|I 1947" the 
slogan used by Display Director Louis 
Villela the B \ltman windows 


when featuring colle clothes (Joal 
created the 


score high for was 


nl 
2¢ posts 


of unstained wood apropos 


the 
giant 


atmosphere taking care of 


Phe 
pose, 
felt 


framed 


natural heigh window 


football racterists 
, 


COLOT 


Was 


the 


the 


1OxX 


said on 


silver 


Jones, display 
\ugust 


leet 


torrid 
10 


an unusual 


high wi 


t] 
bac k 


} 
i] 


the fur trimmed coat. Con- 
structed of papier mache, the tree was fur- 
ther draped in white fish net which had 
heen treated in gelatin and mica and finished 
with white plaster 
effect 
branches 


ground for 


all giving a glistening 
in the tree 
were filled 
also 


hollows 
the arms 
painted 

Incidentally, 
thovgh the 
Tree 
the 


Beauty 


iC\ Suggested 


which made 


with chicken blue and 


the 


figure 


Wire 
using mica 
detachable, 
Ml-One 
white 


arms were 
all 


nl 
and the red 


Pave an 


appearance roots finished 


were grouped at hase 


e lout \merican roses 


made a 


filled 


—Upper left, by Louis Villela, B. Altman & Co. 

Upper right, by Winston Jones, Franklin 

& Co. Lower left and right, by 

Don Rose, Bloomingdale's. . . . (All photo- 

graphs by courtesy of Virginia Roehl Studio, 
New York City)— 


striking counterpoint against the snow 


Simon 


floor and the snow blocks carried before the 


backwall. 


For presenting men’s wear at 


Blooming- 


dale’s, Don Rose made a clever tie-up with 


the entertaining movie, “The Secret 


Mitty”. 


Walter 
cial 
self 


note 
more 


wool by 


Worry 


about 


The 
Walter 
to build 
letting wide-aw: 
clothi 


to all 
time 


youl 


copy 


read, 
Mittys 
castles 
ike 


ng 


Life 


“Comme! 
give youl 


and gath 


] 


Bloomingdal 
proble ms” 


t 


these two adjoining displays, reproductions 


the 
dreams 
etc. 
smoky 


ot 


movie 


sets 


were constructed 


lue-gray, 


of the dream 


depicting 


thereby 


ot wood, 


world. 


one 


ot 


shing] 


sustaining t! 


The get 


eral store and postoffice occupy the adjo! 
ing window, with “Slim” 


ready for a gun fight. 


Also 


at 


Bloomingdale's, 


Mitty in 


Display 


charact 


Manag 


and for the most part were paintel a 
bh 


atmosphere 
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ose effectively 


trame the gra 


1947 


used bright yellow to 
suit, with a draped length 
carried sloping 


M 
the suiting across a 


el which was also finished in the bright 


ww; this panel was edged with sisal 


ss. Dried foliage, seed pods and meadow 


ses sprayed a rich brown interestingly 
1 to the general theme and also sug 
| the approaching autumn season. 
elighttul Donald = Ducks 
ugh a series of six displays by 
Ring at Saks-Fifth Avenue 
the copy “presenting ‘Funzafloat’ with 


swaggered 
Display 
ctor Sidney 
trimmings from our tamous second 
for children”. The simulated deck of 


ip was covered in French blue velvet. 


the same was used for the finish of the 
valls. The 


ered by fish bowls, with real gold fish, 


nautical atmosphere was 


for portholes in the front surface ot 


lattorm:; the surrounding area was 
din aqua with undersea life in yellow 


lite White spun glass was lightl) 
| around the foreground, suggesting 
The papier mache Donald Ducks 


» each display and each in a different 


ere resplendent in blue jack 
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—Upper left, by Sidney Ring, Saks-Fifth Ave- 

nue... . Lower left, by Hazelett Glazebrook, 

De Pinna's. . . . Upper and lower right, by 
John Robert Riley, Lord & Taylor— 


At De Pinna’s, a back-to-college series of 
bold 


props 


augmented by amusing 


interests of the 


plaids was 
depicting various 
college girl. In the accompanying window, 
Display Director Hazlett Glazebrook used a 


wooden horse for chief prop, the body con 


sisting of two shelves which served = ad- 
mirably for displaying matching acces 
SOries. 

Gold dusted chips were laid out on a 


spatter-dashed floor in such a manner as to 
draw the mannequin and the prop together 
The walls green, in 
harmony with the merchandise. The copy 


were painted pale 


read, “Plaid is a major subject” this being 
drybrushed in white on a green felt pennant 

Very floor at 
Lord & recently been 
completely 
Yorker Shop, and particularly 
number of spot 


pleasing is the new sixth 
which has 


remodeled for the Youne New 


Taylor's 


outstanding 
displays appearing 


John Robert 


ire a 
down the main aisle In one, 


Riley, in charge otf interior displays, created 


_ 





what could be termed a modern version of 
“Beauty and the Beast”. The semi-circular 
frame making the background is in white 
before a pastel blue backwall. The girls, 
unmindful of the simulated tiger, obviously 
have greatly admired their all-black cos- 
tumes before the suggested dressing table, 
this being a cutout of white wallboard and 
painted with black ball fringe. 
lights are spaced around the mirror, which 
is hung with black satin ribbons. The pink 
with black and white ball 
fringe, uses clusters of pink roses and black 
make the tie-backs. A 


large rose tree accents the atmosphere of 


Re se ce ylored 


chintz, edged 


satin ribbons to 
a bower—in striking contrast to the tiger- 
like rug, done in high pink felt bordered 
with white felt and using black stripe trim 
and rose colored burning lights for eyes 

\ second spot display was invested with 
the feeling of a side-walk cat with the 
girls relaxing at small cocktail tables which 
were painted dull black, the black 
having pink cushions oard awn 


chairs 
The wall! 
ing is in alternating stripes of pink, black 
| white The backwall continues i 


1) 
allt 


inscribed in black 
framed in 


pastel klue with “Cafe” 


ovel the suggested doorway, 


blinds painted on in soft pink. 











ITH a toundation of good, general 

lighting in the store, the displayman 

can begin to plan the supplementary 
; 


lighting that helps put the “sell” in his 
isplays 

No matter how well the general lighting 
is planned, or how much illumination is 


provided, the store misses full realization 
of its sales potential unless the basic light- 
ing system is supplemented by the higher 
steps of brightness for displays (°5" and 
“10° steps of the 1-3-5-10 Store Lighting 
Formula as explained in a previous article 
in DISPLAY WORLD) No matter how 
fine the merchandise itself, o1 how well 
composed the displays, supplementary light 
ing can add new values in contrast, colo 
attracting the 
attention, bringing goods visually closer to 


and brightness shopper's 
im, and reminding him of items desired 
or needed. Moreover, it is these vers 
changes in brightness that are so. 1im- 
portant in creating the essential elements of 
a fresh, cheerful atmosphere that makes 
ustomers more receptive to what they see 
The versatility of lighting offers display 


men so many devices and vehicles for im 
proving the effectiveness of their art that it 
is virtually impossible to cover the subject 
completely here Beyond discussion of the 
basic principles, as they apply to the 
brightness pattern of the store, differ 
ent techniques of individual display light 
ing will be treated in subsequent articles. 





DISPLAY WORLD 


—Valances with fluorescent lamps are popular 

for lighting wall cases to desired values. Here 

care must be taken to see that the lamp is 

far enough out on a horizontal plane to 

light the whole height of the case, rather than 

putting a “hot spot'' on one section to the 
exclusion of the rest— 


It will be noted that the amount of light 
suggested for show cases, shelves, counters, 
and wall cases is roughly twice that of the 
general lighting level of sales spaces. This 
ratio of two-to-one is quite effective for 
attraction — since these areas are located 
relatively close to the shoppers’ paths—and 
vet is not so high that goods taken out of 
these spaces for closer inspection by pro- 
spective purchasers lose their appeal when 
viewed at the point-of-sale under the gen- 
eral lighting system. This is a vital con- 
sideration to the displayman if the attrac- 
tion value of the displays is to carry through 
with completed sales. 

Both incandescent and fluorescent lamps 
are available in forms suitable for light- 
“Slimline” 


preferred in many instances because their 


ing display cases. lamps are 


Bright Displays 


By R. T. DORSEY 


General Electric Company, Cleveland 


small diameter (34 inch for the 42-inch 
and 64-inch sizes) permits shallower re- 
flectors that obstruct less the view of the 
merchandise. For jewelry displays, a spot- 
light mounted above the case supplies an 
excellent addition. Not only bringing out 
brilliance of 


the sparkle and precious 


stones and metals in the case, it accents 

















them further when they are placed on the 
case top for more detailed appraisal by 
the customer. 

While lighting concealed by valances or 
cornices around the perimeter of the room 
is highly desirable in bringing the general 
level of attention down to the merchandis- 
ing areas, as well as improving the appear- 
ance of the room, several design considera- 
tions are worthy of careful attention. Many 
installations consist of fluorescent lamps on 
a channel and arranged so that part of 
the light goes up and part down. The 
upward light may be wanted for several 
reasons, but such a design leaves much to 
be desired from the standpoint of mer- 
chandise display. In the case of blouses 
and dresses, ete., the shoulders will be 
many times brighter than the bottom. This 
results in spotty appearance of the = gar- 
ments, a condition often aggravated by the 
typical short distance from the lamp to the 
merchandise. Merely placing the lamps 
farther in front of the garments can reduce 
the “hotspot” at the shoulder two to one, 
and at the same time produce twice the 
brightness at the bottom. Then, the addi- 
tion of a properly designed reflector above 
the lamp can produce three or more times 
the brightness at the bottom without ma- 
terially increasing that at the top. This 


—A display of fine merchandise may be care- 
fully composed, yet if it merges into the 
surroundings it has little effectiveness. The 
same thing is true of a store front or a show 
window. Brightness emphasis is the key to 
attraction; the higher the brightness, the more 
attention. . . . Further interest and attention 
value are added by highlights from the direc- 
tional beams from reflectors in streamlined 
housings— 
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condition is shown in the photograph, where 
the lamp is about 14 inches in front of the 
merchandise, and an accurate reflector aims 
a beam of light toward the lower part of 
the case. show six times 
the useful light from the same lamp than 


Measurements 


would be obtained without a reflector and 
with the lamp located 3 inches in front of 
the garments. % 

In most stores the best results will be 


obtained by using one row of lamps with a 
reflector to light the merchandise and an- 
row to provide upward light for re- 
ceiling This 
method also provides flexibility in the choice 
of colors of upward light. Reflectors help 
concentrate the light most 

led, and of “white” 


+] . 
otnel 


duction of contrasts, etc. 


where it is 
! course a type oft 
heht suitable to the merchandise should be 


chose Nh. 


This needn't always ke the same 
is the lamps used in the general lighting 
system, however often another “white” 
ae 


will add variety to the scheme. 

Lighting from behind, above, to the side, 

id with luminous panels, fluor- 
escent incandescent lamps — or 
combinations of these — offer the imagina- 
tive displayman many varied and effective 
ways for increasing shopper appreciation of 


t 


or below 
tubes, or 


e goods displayed in wall cases. 

\s a final step in the brightness pattern 
the store, some spaces should be lighted 
to the “10” ratio, times the 

ndation lighting for selling. 

Since high brightnesses make these spaces 
effective of all in capturing the 
conscious attention of customers, they are 
generally the sites of special or feature dis- 
that attention they will 
ceive. 


four or more 


t most 


deserve the 


Vhere space permits, it is often desirable 


—Accents of high brightness for interest and 
ittention can be created by niches cut in the 
front of showcases. While they have little 
ecl value as display space, the bright colored 
pots help draw traffic toward the department. 
. . The wall case shows how contrast between 
nerchandise and its background accents form 
nd improves appearance. Lighting is ap- 
roximately the same in all four compart- 
ments— 
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—The texture of sheer materials can be em- 
phasized by placing them in front of broad, 
softly lighted panels. In the showcase a 
"Circline’ fluorescent lamp is used to light 
the round panel, and "Slimline or other 
lamps can be used for such places as the 
hose display. Perfume and flowers particularly 
are effective when placed on a lighted panel 
such as that at the lower right— 


—Each element of the lighting for this hat bar 
does a specific job. Basic overall lighting is 
provided by the "Slimline'’ lamp and reflector 
behind the valance. Added illumination to 
accent the hat being tried on comes from the 
30-watt fluorescent lamp and reflector in the 
center—shielded by louvered plastic to avoid 
distraction. Soft white light to compliment 
the complexion is provided by two 20-watt 
fluorescent lamps accurately located behind 
the prismatic glass control lens at the right. 
The spotlight (lower center) is carefully 
shielded and aims a narrow beam to accent 
a particular hat on display— 


banks of fluorescent lamps tor part 
addition to 


to Use 
of the 
their efficiency and coolness, they permit the 


needed brightness. In 


choice of an appropriate color quality of 
light. 

Whether or not fluorescent lamps are used 
for lighting featured spaces, some form of 
spotlighting should also be used. The eye- 
catching brightnesses produced by _ the 
“punch” of sharp, directed light is essential 
shape and modelling forms 
emphasizing finish, texture, 
and bringing out 


for revealing 
with shadows; 
workmanship and styling; 


the sparkle and brilliance of jewelry or 
other highly reflective materials. The dra- 
matic, near-theatrical effects of this type 


that his 
unnoticed 


lighting assure the displayman 
striking presentations 
by even casual shoppers. 
Flexibility is of utmost 
planning the lighting for 
Wherever possible, plenty of outlets should 


won't 20 


importance im 


feature areas. 


be available for positioning the lamps to 




















































best advantage with changing 
mountings, too, should be 
the direction of the 
Oiten 
several 


beam 
controlled. CrISSCrossil 
from lamps 1s 
extra emphasis or for 
ening shadows. 


Though the magically 


ot colored light have long been recognize: 
and used by displaymen, colored fluorescent 
the practical 


multiplied 
light for 


lamps have 
bilities of colored 
stores. 
escent lamps create the desire 
directly 
much 


hues producing 


with greater efficienc 


stocks of different colored lamps enable 


[Continued on page 
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Laura Wallbridge did 


interesting silk scarf display. 


with one of them quite close to 
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By JOHN L. COONEY 


panel covered only about half ot the length 


of the window, this side remained its 
normal depth \ mannequin, holding one 
ot the searves, served to balance the entire 


display. 

“It's Black lor was the title 
ot the Roger Pickett at 
Rathbun's, North Hollywood—a tie-up with 
the twenty-sixth season of the Symphonies 
Under The Stars at the Hollywood Bowl 
Keach window in the series featured a photo 


Bowl’ 


The 


series done by 


graphic blowup in the background of some 


Bowl. Large silver 


particular scene at the 
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stars were also used in the background. \ 
musical instrument was placed in the center 
of each window, and grouped around 4 
were pictures of some of the Bowl offerings 
for the season, such as the Whiteman con- 


cert, the Ballet Russe and similar attra 
tions. Black shavings, with mica added for 
sparkle, were used on the floor. 

Display Director Jack Henry emphasized 
the quality appeal of the new fall formal 
fashions at Nancy's, Hollywood, with a 
series entitled “Fall's New Mood—Subdued 
and Silvery”, as seen in the third illustra 
tion. Authentic antiques, rented for the 
occasion from one of the local motion pi 
ture prop houses, were used in each window. 
\ length of crumpled black velvet was 
placed on the floor and a stylized corsage 
served as a support for the reader. <A 


single mannequin was used in each window 
-completely decked out in a formal, fur 
and The window was 
lighted in the cool blue which is traditional 
with Nancy's. The very simplicity of the 
windows in this series aided in giving the 
desired effect. 


cape accessories. 


os Angeles Reporting 


“First To Brooks—Then 1.0 Books” was 
the catchy title used by Display Director 
Irwin Walden in his “Back To School” pro- 
motion at Brooks. 
a slanting 


In one of these windows, 
triangular table 
support for an oversized T-square, triangle, 
and French curve. A long, narrow measur- 
ing rule, end on the floor behind the 
table, ran across the back wall of the 
display, while a large plaster Ionic column, 
narrow at the bottom and larger at the top, 


served as a 


one 


was also on the floor behind the table. 
Pinned to the natural wood background 
was a card on which was sketched a test- 


tube, a retort and other chemical equipment. 
Shavings were used on the floor. 

“The New Look In Your Furred Coat” 
was the title of Mary Kay Kerwin’'s fur 
coat promotion at Haggarty’s. This win- 
dow featured a large three-dimensional 
natural-wood framed picture of a fox sus- 
pended from the ceiling, as shown here 
The fox was painted in dry-brush, tufts of 
real tur and actual grass being added to 
give the three-dimensional effect. 

Stanley Thompson did an amusing 
To School” series at The May Company, 
as seen in the last two photographs. It 
was a series promoting boys’ fashions, and 
window section of black- 
board in the background. The blackboard 
had arithmetic sums worked out on it, and 
some plain doodling. On a small ledge in 
the background sat a very unhappy-looking 


“Back 


each showed a 


little boy (done in paper sculpture) wearing 
i large duncecap. 

Phe tollowing displays are not pictured 

\t The May Company-Wilshire, Jim 


Stewart's “Back To School” 


series for the 


—Above, by Mrs. Laura Wallbridge, Bullock's 
Left, by Roger Pickett, Rathbun's, North 
Hollywood— 
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honored the various. univer- 

in the Los Angeles area. Each win- 

had an actual mural of some familiar 

e from one of the colleges. This mural 

framed in a pecky cypress frame to 

h were fastened cutouts indicative of 
o¢ life. 

Stewart also did an abstract number for 

e May Company-Wilshire’s promotion of 


new fall fashions. Two large redwoo 


I 
1 
t 
1 


panels, cut in abstract design, were placec 
upright in the window. The larger panel 
framed the mannequin, dressed, of course, 
in the longer length fall dress. Heavy brass 
chains were looped over the tops of the 
panels. “The windew symbolized breaking 
the chains of the old tashioned thought with 
the new length,” Stewart explained. 

Rich yellows and golds provided the color 
scheme for Stewart's rich fur window. The 
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Left, by Jack Henry, Nancy's. . . . Center, by 
Irwin Walden, Brooks. . . . Right, by Mary Kay 
Kerwin, Haggarty's— 


background was white, lighted in yellow. 
A large mirror, its ornate gold frame adding 
to the overall effect, was on the wall. <A 
small table, immediately beneath the mirror, 
was covered with a long gold tablecloth, 
matching the gold reader (“Fashion ‘47 
Drapes Fur With A Lavish Hand”) and 
the gold carpet on the floor. A gold chat 
on one side of the window held a Persian 
lamb coat. The mannequin was posed in 
front of the mirror, looking into it, with 
her back to the window. 

Mary Kay Kerwin did an amusing series 


—Both these displays were used in a series by 
Stanley Thompson, The May Company— 


at Hagegarty’s, under the title “Dark Sheer 
Stockings cause a new iurore in fashion” 
Focal point of each display was a_ huge 
gray and white papier mache mouse, about 
the size of a cocker spaniel. The mice 
were designed and constructed by the dis- 
play department and were complete with 
bright pink noses, long curling whiskers 
protruding bright-red glass eyes and long 
curling tails. Some of the mice sported 
gold-rimmed spectacles, some pince-nez and 
others lorgnettes. Two mannequins were 
used in each of the larger windows—one 
standing on a convenient chair, skirt raised 
high as if in fear of the mouse (and _ the 
better to show those dark sheer stockings) 
An antique dressing table in the background 
served to hold additional pairs otf stockings 
and suitable accessories. 
[Continued on page 102] 

















—One St. Louis firm has set up a plan where- 

by window display rates are set according to 

the type of merchandise shown. Fast-moving 

lingerie, hosiery, millinery, gloves and fashion 

apparel pay a rate which is exactly twice that 

charged back for slower moving merchandise 
such as luggage— 


HAT an extensive variety ot opinions 
as to the most practicable means ot 
charging back department store win 
low display space to store departments 
xists in St. Louis stores was demonstrated 
'y a recent survey made in the interest of 
MISPLAY WORLD 
Window display bookkeeping for the most 


' 
ra 


is largely influenced by the method by 
vhich department stores pro-rate advertis 
ng costs, according to six leading depart 


Whe i 


store has evolved a particularly success 


nent stores in the downtown area. 


il pattern for making newspaper adver 
tising charges, an adaptation of the sam 
ystem holds true in the display depart 
nent. For example in many. stores, whil 


lepartment itself pays the entire cost ot 
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How St. Louis Stores Charge 


ewspaper space utilized, the expense 
ite irtist ad editors, ete. 1s) pro 
unong all departments im the store 
store, it is thre usual practice tot 
partment to pay a flat rate tor thr 
toa window over a_— specified time 
ile labor costs for displaymen, props de 
ivtinent, ete., are likewise pro-rated among 


lepartments im the store with the ex 


ption of those which are never repre 
nted b window Space, such as drug. ce 
martments, grocery departments, sickroon 
pplics, magazine departments, and the like 
\ system of flat rental charges prevails 

r St. J Is’ largest stores, which 

pics an entire square block In this 


store, 43 windows on four sides of the store 
are set up to bring in a total of $175 per 
day in rentals, window charges ranging 
from $12.50 per day for prominent cornet 
windows, down to $1.50 per day for small 
“niche” windows set on either side ot store 
entrances Phis plan was developed in co 
operation with the advertising department, 
and has many advantages inasmuch as it 
is easy for a buyer to estimate his promo 
tional costs for any particular sale or pro 
motion. Labor costs are pro-rated evenly 
over 27 departments, on the basis of a set 
amount per percentage of total sales volume 


accomplished by each department. In this 


OTHER ADVERTISING 





COSTS 


displaymen, display 
director, sign editor, creative artists and 


way, the salaries of 


the like are considered “general promo- 


tional cost,” and have no bearing on. th 
window charge itself. 

“One virtue of the flat rate per day per 
window is that it discourages buyers from 
over-optimistically ordering more window 
space than they actually require,” it was 
pointed out. “Such is likely to happen when 
the amount to be charged is based on so 
Vague a premise as gross sales on a par- 
ticular promotion.” 

A slightly 
corporating 16 departments, on the other 
hand has devised an interesting method of 


smaller St. Louis store, 1n- 


charging back window space. Having only 
one side exposed to traffic, with 14° win- 
dows concerned, the store has set up a 
plan whereby window rates are set accord- 
ing to the nature of the merchandise con- 
tained. For example, fast-moving lingerie, 
hosiery, millinery, gloves, and fashion ap- 
parel pay a rate which is exactly twice that 
charged for slower-moving merchandise 
such as luggage, blankets, pictures,. gifts, 
and art goods. This system was arrived at 
by making a study of comparative sales 
from window displays tested over a one- 
year period. Thus, when a close check 
demonstrated that $4,200 worth of women’s 
hosiery was sold with a two-day promotion 
as compared with $1,200 worth of gifts, 
pictures, and art goods, it is obvious. that 
the latter departments can not afford to 


—One of the city's largest stores has a flat 

rental system for its window space. In_ this 

store, 43 windows are set up to bring in a 

total of only $175 per day in rentals, window 

charges ranging from $12.50 per day for 

prominent windows down to $1.50 per day for 
small "niche" windows— 
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Back Display 


pay the same premium for window display. 
\nd so at this store a window for a fast- 
noving merchandise department may be 
harged back at the rate of $26 a day, and 
stellar department, the rate 
would be only $13. 

derivation of the flat-rental system 
lescribed at the beginning of this article 


i less 


- 


has been developed by still another St. 
Louis department store which is faced with 
the unusual problem of absolute maximum 
trafic on one side, and only a smattering 

sidewalk passersby on two sides, while 

rear of the store has little or no display 
value. Buyers here pay a flat rental rate 
for windows ranging from $18.50 to $6.50 
er day, all $6.50 windows being located 
on the side streets, and the $18.50 windows 
along the front of the store. 
ant that this same store recently split its 
main-thoroughfare windows in two, by in- 
stalling huge “picture frames” which make 
possible to show the merchandise of two 
departments in a space formerly occupied 


It is signifi- 


by one. Here, too, the expense of the dis- 
1 . . 

play department's 34 people is pro-rated 
among cooperating departments, but depart- 


ment store buyers are charged an extra rate 
lor “special effects” which involve the pur- 
hase of outside display materials, special 
electrical work, animated displays, and so 
n. In addition to the flat quoted rate, the 
is furnished an estimate of the extra 

s which must be applied to achieve 

ndow desired, and OKs or rejects the 


—In every St. Louis store called on, there has 
been a definite attempt to establish an equa- 
ble system whereby buyers may understand 
exactly the cost of window display and the 
reasons why charges are applied. This has 
done much to make buyers more familiar with 
display department problems— 


Costs 


cost before passing along his final approval 

In every St. Louis store called on in the 
preparation of this article there has been a 
definite attempt to establish an equable 
system understand 
precisely the cost of window display, the 
reason why charges are applied. This has 
been done to stem the resentful attitude 
which frequently appears where one buyer 
feels that another department has been given 
favor over his own. 

A smaller St. Louis department. store, 
located in a popular suburb, has very neatly 
solved the problem of window charge-backs 
through tabulating the square foot cost of 


whereby buyers may 
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—Some St. Louis stores have experimented 
with increasing the amount of display charge- 
backs to the various merchandise departments 
during the Christmas season and other peak 
periods such as Easter. The additional win- 
dow display income resulting is then applied 
against display department overhead— 


window space against the overall rental 
overhead of the entire building, and work- 
ing from this to establish a flat rate per 
window. Under this system, a corner win- 
dow which provides 180 square feet is 
“rented” to a department for an amount 
three times more than a 100 square foot 
window, the “spread” in the rental being 
justified by the better eye-catching pro 
In the same 
store, surprisingly, display department salary 


costs are held to a minimum through dele- 


pensities of the larger display. 


gating experienced salespeople in the de- 
partments concerned to make up their own 
displays, and actually install them in the 
window. One supervisor who oversees all 
such windows gives advice, makes changes, 
and passes approval on the ultimate window 
displays, but thus the actual cost of setting 


By 


Robert A. Latimer 


up the window is borne directly by the 
department presenting it. 

In all other stores contacted, the most 
simple method of 
cost and widely-varying values of windows 


handling the complex 


has been solved by assigning a flat rental 
Some stores have experimented with 
during the Christmas 
holiday 


price. 
“raising the ante” 
season and other 
applying the additional 
against display department overhead. For 
the most part, standardized 


periods and 


window income 


however, a 


flat rate per window, the pro-rating of dis 
play department 
standardized schedule have been adopted. 


personnel cost, and a 
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by Louis Gehring 


Display Designer and Consultant 
New York 


Arrangement: One definite unit is noted in this 
dramatic presentation entitled ‘Evening Star’. 


Properties: A spotlight is directed solely on the 
mannequin in evening gown posed in the center of 
a large star designed on the floor. Silver stars 
are suspended in mid-air and give a note of 
splendor to the setting. Background is painted 


night blue. 





te a 


Arrangement: This window features a modern 
adaptation of yesterday's Gibson girl blouses with 
full skirts. It consists of two units. 


Properties: The display takes on an old-fashioned 
air. The blouses featured are as soft and fluffy 
as the kittens shown on the center table. Copy 
card is displayed at upper right. 








 gSQreac2 = ee 


Arrangement: In this window attention is focused 
on the Career girl. The arrangement is made up 
of three main units. 


Properties: This display consists of an_ interior 
architect's setting, showing the fashioning of a 
chair. Suit featured is an interpretation of the 
new silhouette. Bolts of cloth, screen, and framed 
suit accessories add further interest to the setting. 
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| COMING UP 


Arrangement: This men's window featuring eve- 
ning wear consists of three units. Arrangement is 
pleasing and simple. 


Properties: ‘So You're Stepping Out!’ might be 
the caption for this display. Steps of stairs serve 
as a display unit for related accessories. Dowel 
displaying silk hat also serves as sign post for 
caption copy. Other copy card is shown in lower 
foreground. 





Arrangement: Various elements are combined to 
form a single unit in this men's furnishings display. 


Properties: ‘Tobacco Brown" creates an appro- 
priate theme for this window. Men's furnishings 
reflecting the color of the tobacco leaves seen on 
the floor of window should be selected. Manne- 
quin at right of display poses with pipe and pouch. 
Wood panels frame the entire setting. 














Arrangement: This window features men's doe skin 
gloves. It consists of several elements forming a 
single unit. 


Properties: Glove forms are arranged in an inter- 
esting fashion. A young doe is shown to the left 
of the display and makes a good tie-up with the 
merchandise. 
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Chicago Display Scene 


By CLARA BALDWIN 


SING a colortul unit as a prop for 
school promotions, John W. Nugent, 
display manager for Madigan Brothers, 
interesting interior setting as 
first illustration. The 
picked up the colors of the merchandise, the 


created an 
pictured in the unit 


whole being lghted indirectly from the top 


and sides. The background was in an off 
stand carpeted. To balance this 
novel effect, which the 

Nugent used no other back-to-school 
floor. The 


back-to-school set up, for 


white, the 
rather customers 
love d, 
store 


suggestion on. the entire 


etrect a 


Were 


Was 1n 


school items suggested in all depart 


ments, but this one unit on the Fashion 


Floor was the focal spot of the 
As to the itself the 


green, and a 


promocdon. 


unit stand was in a 
] 


dark large book to one. side 
figures 


The 


hai and smoked ad 


was in brown with red binding. The 


were three-dimensional wood cutouts. 


college man wore straw 


real pipe. from several different 
middle western colleges completed the set. 

\t Edgar A. Stevens, in Evanston, Mar- 
jorie Smith used oversized wardrobe trunks 
Manne- 


costumes, and 


Pennants 


as props for back-to-school wear. 


quins wore smart campus 
further articles of apparel were arranged in 
trunks. 


one side pulled out to serve as shelves for 


the large open Huge drawers on 


accessory articles while the rack in the 


opposite side made a space for hanging a 


number of suggested items of wearing ap- 
wardrobe. Bottles of 


parel for the college 


left, by John W. Nugent, 
. .\Upper right, by Mar- 


—At the upper 
Madigan Brothers. 
Smith, Edgar A. 
Evanston. Lower left, by Ray Bianchi, 
Goldblatt Brothers. Lower right, by J. F. 
Murray, The New Boston Store— 


jorie Stevens Company, 


soit drinks on the floor in front completed 
the picture. 

Ray Bianchi, display 
group of Goldblatt Brothers 
autumn landscape details as a background 
for men’s shoes and accessories, as shown. 
Timber being 
“sliced on the round” from a trunk, 
Actually the blocks were made of wall- 
board with the age circles painted on and 
the bark down the sides fashioned of papier 
mache. tree rings set in the 
foreground were mounted on inverted flower 
pots, while others were attached to 
the backwall as shelves. A section 
side in the center, rear, with 
autumn leaves and cattails in 
The copy “A step ahead 
For- 


director for the 


stores, used 


blocks were suggested as 


tree 


Two of the 


two 
large 
stood on its 
a spray of 
front of it. 
iS a step in comfort 


read, 


with Douglas or 


tune shoes afoot!” 


For 30 days, The New Boston Store had 





leted 


the 
used 
ound 
iown. 
eing 


runk, 


ipier 

the 
ywer 
1 to 
‘tion 
with 
s in 
head 
For- 


had 
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<clusive in Chicago on the “Storybook” 
and they will continue to hold the 
sive sales rights for State street. In 
of the event the display department, 
the direction of J. F. Murray, de- 
a special setting incorporating the 
characters from the radio_ story 
sored by the shoe company. \s a back- 
id prop the department made a shoe 7 
tall of plywood with papier mache and 
relief. Laces for the shoe were of 
on colored burlap, and the root was 
led with wallboard painted in bright 
plywood 
small 


rs Figures were cut from 
ed with mache relief. Two 
annequins, Cappy and Kate, the leading 
racters from the story, were dressed in 
corduroy brother-and-sister-suits and 
up toward the front of the display as 
ugh looking at the copy book which 
d the legend for the window. It read: 

J Boston Store presents thrifty 
Shoes featuring Cappy and Kate 
Their Adventures in Story Book Land.” 
The background walls were pale blue and 
the shoe was set on a built-up mound of 
grass mats. Merchandise was arranged in 
pairs on pastel colored books about the 
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window, and small dolls made for the com- 
pany to represent the various characters in 
the radio story were placed with the shoes. 
The shoe company was so pleased with this 
display which Murray arranged that the 
window is being photographed for use in 
the company ads. 
Suggesting “Kerrybrooke” berets for the 
campus crowd, John Courtney, display man- 
ager for the Sears, Roebuck & Co. State 
street store, used a blown-up palette cut 
out of wallboard and finished in deep wood 
grain with a brownish cast as a _ motif. 
Proportionately large brushes, also of wall- 
board, were run through the thumbhole 
with their handles serving as legs to the 
prop. The berets 
vidually in cellophane and 
attached to the palette as paint pans. Other 
berets, also in bright shades and packaged, 


come packaged indi- 


these were 


were mounted on a wooden fixture set on 
the floor and in front of the palette. <A 


—Upper left, by John Courtney, Sears, Roe- 

buck & Co. . . . Lower left, by Les Barofsky, 

Morris B. Sachs Company. . . . Upper and 

lower right, by Reed Schlademan, The Fair 
Store— 
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Kelly 
suit wore one of the berets in yellow to 
Yellow wood chips were 
floor, 


figure dressed in a green corduroy 
match her scart. 
used in an irregular design on the 
and the mat for the copy sheet was yellow. 
Felt letters formed the copy on the palette 
itself, with the “Kerrybrooke” label in 
and the balance of the wording in white 
Morris B. Sachs Company had an inter- 


1 
} 


ve llow 


esting fur coat promotion. Les Barofsky, 
display manager, used Louis XVI decor as 
a background for fur coats designed by 
Sachs, the ones pictured being of Persian 
lamb with mink detail. The props for the 
windows were antiqued gray as were the 


large picture frames which held photographs 


showing different views of one coat worn in 
the window. In some windows tl front 
would be shown on the mannequin with the 
back in the photograph, although in the one 
pictured the reverse was true, with the 
mannequin posed to show the swing back 
of the short coat and the photograph the 
front of it. The velvet drapery in the back- 
ground was a soft shade of green. The 
floor was covered in wine red. A silver 
metallic strip served as the legend card 
[Continued on page 90] 
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The New Renberg’s 


He new and imposing home of Ren 
Tulsa men’s and women's 
August 15, is a tri 
farsighted 


founder, 


be I Q's 
which opened on 
ideals 

Sam 


umphal monument to the 


and principles of its late 
Renberg. 


} 


Pulsans who had watched its progress, 


first 
broken for construction last September were 


step by step, since the ground was 


generously rewarded with the aspect ot thi 
finished structure 
The first 


the ame site, 


Renberg store, which stood on 


burned to the ground on 
December 19, 1945 _ 32nd year as a 


owing retail establishment Just one 
month 
plans tor. re 
died His 


taken ovet 


frantically on 
Sam 


later, aiter working 


establishment, Renbereg 


sons, George and Herbert, have 
as president and vice-president, 
respectively. 

tragic fire, and 
efforts of 


director, the firm 


Seven months after that 
through the determined 


Worsley, display 


up in a 


Ken 
was set 
business at 


temporary location for 


store 


14 East Third street. At that time reopen- 
ing was a matter of ingenuity and skill in 
the face of shortages of material, labor and 
deliveries. Worsley designed the layout and 
quarters, and 
with the aid of his carpenters borrowed and 
rented tools and work space and turned out 
the minimum 


remodeling of the temporary 


necessary fixtures and _ office 
equipment. 
The new four-story Main street store was 


Joseph N., with the firm 


(ie signed by 
of Parr & Aderhold, 
Structural engineers 
Fell and 


contractors were Tulsa Rig, 


Boaz 
architects. 
were Cochrane, Hen- 
Wheeler, and the general 
Reel & Manu 


associated 
drix, 
facturing Company. 


—At the upper left is seen a portion of the 
better dress section of the fourth floor. 

Upper right, the children's section on the 
third floor — done in aqua and pink in a 
circus theme. . . . Lower left, the men's furnish- 
ings department on the first floor. . . . Lower 
right, a men's wear display used for the open- 

ing of the store— 


The handsome new. structure with its 
slightly tilted front wall of dark red Belgian 
marble is a study in functional architecture. 

It resembies a five-level bridge, the floors 
and root being carried by two parallel lines 
of columns and beams down the center. A 
framing system of intermediate beams and 
joists between these columns creates a series 
of 30-foot bays with a continuous cantilever 
down either side. 

The cantilever side bays and the 
columns at the front made it 
salvage the walls on either side, which had 
been weakened by the fire, by keeping the 
columns away from them. This also simpli- 
fied footings and eliminated shorings. The 
cantilevers, instead of loading the dam- 
wall, actually give the walls lateral 
Also, the continuity of the canti- 
reduces the moment of the middle 
span and helps to make the 30-foot 
more practical as well as economical. 

The front wall acts as a sort of giant 
plate which receives all framing from the 


| steel 


possible to 


aged 
supp¢ rt. 
levers 


bays 
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roof down through the second floor. From 
this point loads are transmitted to integral 
entrance and thence to 
into the 
supports an 
inusual concrete canopy designed to diffuse 
light and glare from the street. 


across the 
countersunk 
front wall 


be ams 
two columns 
walls This 


party 


also 





e simplicity of the unbroken line of 

e front is pointed up with the name, Ren- 
ere’s, which extends across the left center. 
‘| letters are of steel, 4 feet 
enhanced by lighting 


] 


a. 


stainless 
indirect from 
which adds impetus to 
flexible. 


e visual front 
the displays is completely Great 
sheets of window glass and glass doors give 
‘ken vision into the store, which makes 
isy for the eye of the patron to travel 
sequence to sequence throughout the 
floor, thereby making the whole set- 
display. window back- 
grounds are planned so that they may be 

d off by the use of curtains and back- 

s. Strategically placed lighting adds 


Str t 
‘ 


However, the 


ISOBEL WORSLEY 


impetus to the dramatization of window 
merchandise. The 
style which enables the displayman to de- 
termine focal points for interest. The win- 
dows are also air-conditioned. 


ceilings are egg-crate 


The walls on the street floor are an un- 
usual admixture of 
painted walls which carry straight through 
from the sidewalk to the rear of the store. 
One side is entirely wood-paneled, while the 
opposite side is a painted wall. 


woods, panels and 


The spacious terrazzo lobby entrance has 
a large center counter-type showcase for 
displaying small accessories. 

The entire building is of with 
emergency sprinkler system throughout, and 
all floors are closed off by fireproof doors. 
dual 
providing the heat also. First 
and second floors are covered with asphalt 
tiles. 

The influence and new concept of archi- 
tectural design dominates the pattern of the 
street floor arrangement. Continuity, which 


concrete 


The air conditioning system serves a 


purpose by 
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—At the left is a view of the millinery depart- 
ment on the fourth floor; all fixtures are in 
bleached oak. . . . Center, the French Salon, 
also on the fourth floor. . . . Below, a night 
view of the store front... . (All photegraphs 


by Dick Gray, Tulsa) — 





the base for all new lines of endeavor, 
has made the grouping of the various de- 
partments an interesting study in both 
variety and unity. The flow of merchan- 
dise to patrons, and the allocation of sell- 
ing and storage space is worked out with 


exactness and consideration for the patron. 


1S 


second floors are devoted to 
men’s and furnishings, hats, 
clothing and accessories. The tailor shop 
is in the rear of the second floor. 

Third and fourth floors are made up of 
women’s apparel, millinery, shoes and bags, 
girls’ clothing, sportswear, lounge 
and alteration room. 


First and 


boys’ shoes, 


ladies’ 
Business offices, the display department 
and the shipping rooms are in the base- 
ment. 

Ken Worsley designed all removable fix- 
tures on the first and floors, and 
the complete physical (department 
arrangement, stock lighting and 
decor) on the third and fourth floors. 
Fixtures are of bleached white oak. 


second 
layout 
rooms, 


His designs show a creative application 
of his belief that form follows function. 
There is no doubt that his many years of 
experience in the retail field has influenced 
his concept for fluidity of line, exactness of 
detail, and ingenious sense of good display. 
He has thoroughly grasped the artistic and 
psychological problems involved without 
losing sight of, and consideration for, patron 
reaction. 

In planning the women’s floors, lightness 
and openness has been provided by the use 
of slender dowels instead of solid partitions 
wherever possible. Free use of color sepa- 
rates each department from the other, and 
this with indirect 
swivel-spotlighting. Here, too, one will 

[Continued on page 70] 


color is dramatized 
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Colorful Displays For Centennial 


ITH Utah's Celebration 
in full swing over a period of several 
through- 
displays 
Old 


Centennial 
number of stores 

their 
presentation of the 


weeks, a 


out the state used window 


for a picturesque 
West 
Perhaps the spectaculat Was 


most group 


to be seen at The Paris Company, Salt Lake 
mechanized 
attraction 


pictured at the 


City, where especially made 


characters were the primary 
Three of the 


upper lett 


windows. are 


lower lett and lower right In 


the first, four cowboys sitting on a realistic 
fiddle, 


log play a | 
with = life 


banjo, mouth organ and 
like while 
suitable 


mandolin movements, 


records Oo! Mmusi¢ were 


Various 


heard through a public address system 


cowboy s’ eves and 


forth 


arranged, the 
both 


Phe harmonica player's body 


Cleverly 


me o1 evebrows roll back and 


sways as his 


hand works back and forth over the instru 


} 


ment; the mouths of the other figures open 
11 singing 


Still 
is provided by having each figure 


being 


additional 


ind close as 
movement 


pat the time with one foot, this 


violinist, whose entire right 


in motion: his body 


ggerated in the 


also rocks bac k 


and forth as he maneuvers the bow. Faces 


Plaster 
mustaches 
fibre. Bright shirts 
with the colorful 
background, 
sagebrush, 


hands of the were of 


their 


and 
of Paris, 
made of sisal 
went well 
painted on the 
real 


figures 
while hair and 
were 
and scarves 
desert scene 
while in the foreground 


sand and rocks were used. 


“Home on the Range” was a presentation 
of a blacksmith sharpening his tools as he 
talks to the The latter is 
tilting a sack of tobacco above a cigarette 
paper, but his arm is nudged each time as 
shifts her left leg. Spectators 
partcularly in- 


horse’s owner. 


the mare 


before this window were 
trigued by a sad-eyed hound scratching his 
ear with one hind foot. As he 
head to the left a small rabbit ducks down 
behind a skull and 


The dog 


turns his 


to hide bleached horns 


from some long-dead range cow. 
with a realistic ma- 


background painting ts 


and horse are covered 
terial \ 
used in this 


desert 


display, as in all the others, 


supplemented by real tumbleweeds and other 
Western plants in the 
presented a group with lots 


foreground. 
‘The Rodeo” 
Just 


appears the 


oft action. over the top ef the corral 
halt of a 


being tossed up and 


upper cowboy with 


flying hair, apparently 


the figure whirls 
from side to side and slaps his hat up and 
down. Seated on the top rail is an excited 
figure with wildly rolling eyes as he glances 
scene him. Two rope 
twirlers with moving eyes and mouths keep 
their loops circling. 

An interesting feature of this 
used by Charles Baldwin at The 
was the construction of a 
fence or walk-way outside the windows so 
that children could get a better view of the 
displays, and also to stop the large crowds 


down by a robust broncho; 


up from the below 


group of 
displays 


Paris “corral” 


from pushing against the glass. 

At Arthur Frank Company, also in Salt 
Lake City, Howard D. Lish used the motif 
upper right. The center of 
attraction was a portion of a covered wagon 
window, this built in per- 
in the store's display shop. The 
placed 
background, over which was placed seamless 


seen at the 


in each being 


spective 


section of wagon was against the 


paper on which the remainder of the wagon 


was painted. Portions of wagon wheels 


and weather-beaten pieces of wood and 
functional props. 
with sand which 


brush. 


furniture used as 
The floors 


was tinted, and clumps of sage 


were 


were COV ered 








new 






of course, it's all in the 


pequuns 





e @ 
mant 








fall 


making their 
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debut in Franklin: 
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windows. 
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e sculpture 


rops. 
hich 


Lazarus 
|mproves 


Display 
Set-Up 


RESH air, daylight, adequate storage, 
office and work space feature the new, 
modern quarters of the display depart- 
ment at The F. & R. Lazarus & Co. at 
Columbus, Ohio. The display 
recently moved from 


department 
cramped, attic-like 
quarters on the sixth floor to a new working 
area built under the supervision of building 
supervisor Charles J. Wiedemer and Paul 
Schuck, architect 

The new 
second floor of the service building adjoin- 
ing the Adequate 
space is located directly above on the third 
floor with a connecting elevator for use by 
the display department 
constructed cabinets for 


department is located on the 


selling areas. storage 


only. Specially- 
mannequins and 
props replace the cramped storage facilities 
of the old department. 

Adequate space for every activity is pro- 
vided in the floor working 
Modern offices for executive personnel and 
Sketch- 
done at a 
conference table in the library 
adjoining the The library shelves 
are filled with display magazines and refer- 


second area. 
secretaries have been constructed. 
ing, designing and planning is 
large room 
othces. 


ence books 

An assembly line for the production of 
incorporated in the design of 
Work tables, and 
metal working equipment and a spray paint 
booth are part of the assembly line. 

Four north windows provide daylight and 
fresh air in the The 
fluorescent 
Working facilities and conditions 


displays is 


the work shop wood 


work room. entire 
department is 


lighting 


equipped with 


have been greatly improved over those of 
the old department 

\ sign shop with specialized equipment 
and skilled personnel is located next to the 
display department Che 
complete silk 


signs and 


sign shop has a 


screen process” set-up tor 


toppers The shop works on a 


regular production schedule and produces 
all of the signs used within the store 
Under the reorganization the display de- 
partment will continue to work closely with 
the publicity director and sales promotion 
chief. Display 
the department 


ideas are developed within 


and the great majority of 


interior and window displays are 
structed within the store. 
The display department is broken down 


into divisions for window display, interior 


con- 





display, sign shop and storage, each with 
its own personnel. The new display facil1- 
ties are expected to increase production 
efficiency and quality of displays 
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ReING 
Embossed 





50 inches wide 


FOIL 


COLORS 


Silver Smoky Green 
Gold Xmas Red 
Copper Xmas Blue 
Fuchsia Xmas Green 


50 inch wide Aluminum Foil is good news in itself, 

but when you consider the attractive design of Bulkton 

Rhino Embossed Foil, the news is really sensational. This 
double-width material will enable you to achieve glittering, 
eye-catching effects in windows and interior displays, on much 
larger surfaces than heretofore possible with foil. Note the extensive 
range of colors and remember, the foil season is just around the corner! 


Write for Samples 


BULKLEY, DUNTON & CO. 


INCORPORATED 


295 MADISON AVENUE, NEW YORK 17, N. Y. 














ITH the opening of the store’s new 

Town and Campus Shop, FE. M 

Kahn & Co., Dallas, has 

an outstanding department entirels 
the latest and 


company 


proy ided 
devoted 


smartest in young men's 


apparel The endeavored to so 


arrange and equip the shop that young busi 


ness men and college boys can come 1n to 


shop or lounge at thei leisure 


.. E. Reynolds, display director for the 


was instrumental in designing and 
laying out the new shop, as well as supet 


its execution The noteworthy re 


shown by the large 
Pictured 


windows calling attention to the opening 


photograph be 


above is one of the battery 


1 
the new 


shop. 
The setting is modern in design, the color 


scheme being in beige and copper tones, 


accented with lime yellow and decorator’s 
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Kahn’s Town and Campus Shop 


trims, chairs, 
entrance column are covered 
russet leather, tufted. 


hand-blocked 1m- 


green Showcases, mirror 


sofas, and the 
in canary colored 


One wall is covered in 


Free- 
from the rear 


lighted from the dropped ceiling. 
standing letters, illuminated 
by concealed lighting, form the name of the 


department as seen immediately below. 


finish which 
Ample room 


ported wallpaper in a_ plaid 
gives an impression of depth. 
for display is provided, with special group- 


ings flanking the entrance; these are spot- 
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THINGUNCING 


make ‘em snide 


make % en GROWL 
) make em Goecre f 


Here is the book written especially 
Heavily bound in beav- for the advanced lettering artist—for 
titul buff colored leather- him who has lonjz since ceased to 
ette with blue steel : 


spiral binding. Lies flat worry about whether to put a seraph 
on easel. Printed o* here, or, a widening of line there. 


heavy cover stock. 68 

intriguing pages. all Tt is for him who has long had a 
desire to go beyond the alphabet 

stage—to do real expressive lettering 

that sells the goods. 

‘100 Moods in Lettering” is written 
for all advanced lettering men; for art 
directors, commercial artists, sign 

painters, show card writers, display 

men, commercial printers; in fatt, 
for all purveyors of the printed or 
lettered word. 

100 Moods in Lettering” is writ- 
ten for first hand reference right 
at your easel. 

No more wasted time hunting 
for the right “alphabet”! 
No more head scratching while 
trying to arrive at the right “mood” 
for a given assignment! 

100 Moods in Lettering” will be 

the handiest tool on your tabaret! 

















Stephen X. McMahon has 
had an extraordinarily 
wide experience in the 
field of lettering and il- 
lustration. He has worked 
in the top Chicago show 
card and display studios. 
He has swung twenty 
stories in the air on wall 
signs. For six years he 
was a creator, lettering 
artist, and illustrator for 
General Outdoor Advertis- 
ing Company. He is now’ 
free lancing on national 
advertising accounts. : 


















O A¥OlIO DELAY... ORDER YouR COPY TODAY 


OFFSET PRESS, Inc. 
P. O. Box 1178 
Chicago 90, Illinois 
Please send us postpaid_____ copies of “100 MOODS IN LETTERING” 


at $5.00 each. 
______Check enclosed. Money Order. 


|.) OT a Soe ee : a ee eee 
io _ Title aes hoes eas 


Address pane a en City. SS Satin State. en with this NEW book. 
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THE "LONGER CALL" 
TO FASHION 


Divide window into three sections, 
framed in at front by compo construc- 
tion to suggest the exterior of ‘phone 
booth. Paint this section in a vivid 
color to blend with costumes. Interior 
walls and ceilings of booths are con- 
structed of | by 2 frames, covered from 
rear in sheer fabric or glass cloth. Focus 
strong colored lights from behind these 
panels, as well as overhead. 





























Telephones made of plywood painted 
in high gloss to harmonize with cos- 
tumes. Floor covered in neutral felt. 
Copy speaks of "Longer Look”. 






























































THERE'S A NEW LOOK IN 
MEN'S WEAR, TOO 


Floors and walls of windows painted 
very dark brown. Place display wall at 
right on angle. Construct of compo- 
board in false perspective (should be 
height of window opening at glass and 
approximately 2 feet smaller at rear 
wall). Doorway in panel should be cut 
actual size, also in false perspective with 
a thickness of 6 inches. Wallpaper the 
entire wall in blonde wood wallpaper or 
paint a light shade of background. 
Mannequin stands in doorway. 





The landscape panel at left (made of 
homosote with similar false perspective} 
is suspended by heavy chain painted in 
a vivid color. The abstract shape cut 
in homosote panel is backed by compo- 
board covered in fabric on which acces- 
sories are placed. The unit should be 
painted soft gray (though this depends 
on fabrics used in abstract openings). 
Where the two panels join paint a dark 
shadow. Copy is painted on walls as 
shown. 
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What 





do you 
need... 





If it’s your store’s future, you 
not only need attractively priced 
merchandise; you also need your 
community’s good will, plus the 
assurance that your community will 
have a reservoir of savings, to insure 
continuous sales. 


If it’s an individual’s future, he 
needs funds to buy tomorrow’s ne- 
cessities and a reserve to meet finan- 
cial emergencies. 


If it’s the country’s future, we all 
need a government and a nation of 
people with the money to operate 
efficiently. 

YOU CAN HELP wrap up all 


these futures securely —by promot- 


ing sales of U.S. Savings Bonds. 
Devote a generous portion of your 
advertising schedule to Bonds. In- 
clude in your copy an explanation 
of the “Bond-a-Month” plan (see 
details in box). If you prefer to uti- 
lize the official Treasury ads for this 
purpose, mats are available through 
your newspaper or your State Di- 
rector of the Treasury Department’s 
Savings Bonds Division. He can also 
help you build up your Payroll Sav- 
ings Plan—the plan that gives em- 
ployees a feeling of extra security 
and thus enables them to be happier 
and more efficient in their work. 
Every $3 put into Savings Bonds pays 
$4 at maturity. 











THE 


*“Bond-a-M onth” 
PLAN 


For self-employed people and 
others to whom the advantages 
of the Payroll Savings Plan are 
not available, the Treasury De- 
partment and the banks of Amer- 
ica have established facilities for 
systematic Bond buying through 
monthly transfer of funds from 
checking accounts. 

Use some of your advertising 
space to tell your community 
about this new opportunity to 
invest in the future! 








The Treasury Department acknowledges with appreciation the publication of this message by 


DISPLAY WORLD, Cincinnati 


This is an official U. S. Treasury advertisement prepared under the auspices of the Treasury Department and The Advertising Council 
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Displaying Men’s Accessories 


KFECTIVE display of men’s accessories 


is obtained by Emery Gregory, in 
charge of The Men's Shop display at 
Neiman-Marcus Company, Dallas, through 


11 


dramatically deft selection 


props used, meticulous attention 


simple settings, 
of the few 
smaller details, and carefully planned 
Phree 


supervision Of 


to the 
examples of his work, 


Malloy, dis 


lighting 


under the Guy 








play director tol the store, are pictured 
he re. 
Fine gabardine shirts of eight different 


colors were shown in the first display ilus- 
trated. The simplicity 
setting rather 


is evident, with the 
suggesting a man’s den. En- 
gravings of race horses, a large, heavy cock 
tail table, 
a ceramic dog were the only props used to 


an over-sized glass ash tray, and 











create a very masculine atmosphere for this 
interior set-up. It was intended that the 
two mannequins should comparing 
their purchases of the shirts featured. In 
addition to the shirts figures 


seem 


worn by the 


and those held in their hands, others wert 
displayed in opened Neiman-Marcus boxes 
on the floor. 

Card copy tor the second display read 
“A man’s best friends his dog . his 


his pajamas and 
slippers.” The = setting is modern, with 
drapery material hanging from the reat 
ceiling to suggest a window; this material, 
incidentally, is indicative of the care with 
which adjuncts to 
his displays, having a distinctly masculine 
theme of mounted The 
quin sits comfortably in his chair, as if he 
had been reading and has stopped for a 
moment to speak to the large Boxer at his 


cotton Paisley robe 


Gregory selects such 


horsemen. manne- 


feet. Pajamas and slippers are displayed 
in opened boxes at the lower left of the 
window. On the modern table are dis- 


played articles which would add to a man’s 
smoking pleasure. Note the novel lighting 
from the right wing across the background. 

Colored shirts and bright bow ties were 
final display. Two large 
fabric covered 


featured in the 
dratting 
island were the props used in this extremel) 
Shirts and ties were dis 
plaved on green covered mats on the tilted 


boards on a green 


simple setting. 


boards. Background lighting was of. soft 
green to match the color of the mats, card 
and the floor island. An arrangement 
ot drafting equipment on the 
lated 


pleted the general effect. 


COPS 
floor, with re 


merchandise being displayed, com 








47 

































SEPTEMBER, 1947 DISPLAY WORLD 


More Displays 


MEDFORD, OREGON 


COMPLETE with POT 


HEATHER 42" high, 36" wide ot 
XMAS TREE base ea. $15.00 
54" high, 42" wide at 
HALF-ROUND base ea. $20.00 
WITH FEATHER ANY COLOR OR 
COLOR 
SNOW FALL COMBINATIONS 
FINISH WITH OR WITHOUT 


MICA 





X 241 S— HEATHER GAR- 
LAND—Feather Snow Finish 
identical with above tree. 
60c per running foot. Any 


color with or without mica. 


X 241 F—- HEATHER GAR 
LAND —In Flocked Finish. 
Any 


50c per running toot. 








coior. 











DISPLAY 


...on and off the record 





directing display 



















































—Alfredo Fanelli, 
of the display staff 
and Frank Izzo, dis- 
play director for 
Martin's, Brooklyn, 
study a piece of 
sculpture by Fan- 
elli which will later 
make its appear- 
ance as part of a 
display setting— 


—Joe Barkwill is one of Houston's busiest displaymen, 
Norton-Ditto Company, The 
Smart Shop, and Ralph Rupley's, but he takes time 
out to pose with an over-size hand pointing at a 
caricature portrait of himself. 
Barkwell enjoys nothing nore than fishing for bass 


When time permits, 





—From Houston: 
first row, left to 
right, Robert W. 
Glugston, Lirgil Law- 
son, Myrtle Shelton, 
Joe B. Philips... . 
Second row, Jewel 
McLean, Jay Flak- 
enberg, E. R. Mc- 
Crary. . . . Third 
row, Jack Ralston, 
R. L. Paxton, Ron- 
ald Ray, John Sor- 
enson, O. W. Pitten- 
ger, and James T. 
Taylor— 


—Display Director Paul 
Giessing, from Levy 
Brothers Department 
Store, Elizabeth, N. J., 
paid a visit to Copen- 
hagen recently and is 
seen in conversation 
with his Danish col- 
league, Georg W. Ped- 
ersen, display director 
for Crome & Gold- 
schmidt. This was the 
first time the friends 
had met since the Cen- 
tury of Progress in 





DISPLAY WORLD 
welcomes photo- 
graphs for this 
page. Simply ad- 
dress them to the 
magazine at Cin- 
cinnati 1, Ohio. 











—Werner IIlmann, 
display director for 
Almacenes’ Ley 
Ltda., Bogota, Co- 
lombia, is pictured 
during a short va- 
cation at the ther- 
mal baths at Paipa, 
near Bogota— 













—A taste for display is shown at an early age by 
Jacqueline Rotan, daughter of Jack Rotan, Cappel 
Display Company, Cincinnati, judging from her en- 
grossed interest in a copy of DISPLAY WORLD— 
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WALL Tybee 
BOARD 


FOR WINDOW & INTERIOR TRIM 


Full tubes come in the following standard lengths only. For orders 
less than $5.00 there is a Handling Charge of 75c. 


Diameter I" 2" 3” 4" 6" 8" io” «642° 16 1654" 22 
Lengths 
3 ft...$.25 $ .40 $ .60 $ .80 $1.00 $1.50 $2.50 $3.00 $3.50 $4.00 $7.50 
4% ft.. 35 60 .90 1.20 1.50 2.25 3.75 4.50 5.25 6.00 11.25 
6 ft... .45 .75 1.20 1.60 2.00 3.00 5.00 6.00 7.00 8.00 15.00 
9 ft... .70 1.15 1.80 2.40 3.00 4.50 7.50 9.00 10.50 12.00 22.50 
12 ft... .90 1.50 2.40 3.20 4.00 6.00 10.00 12.00 14.00 16.00 30.00 


Use Half Tubes For Backgrounds And General Display 
Tubes Cut in half lengthwise: 2"' to 6", 35¢ — 8" to 1674", 50c. 
All Prices F. O. B. Cleveland 


We can assist you in other display problems and 
materials — write us 


MUTUAL DISPLAY MFG. CO. 


1101 POWER AVENUE CLEVELAND 14, OHIO 




















NOW ACCEPTING BOOKINGS FOR OUR SOUTHERN TRIP THIS FALL 


B AMERICA’S 


NEW YORK I, N. Y. 

















LARGENT — | 


164 WEST 25th ST. | 


Ss \) ANThIN : Send complete details about on- | 
premise refinishing for __ Manikins 

| Name 

REFIMISHERS | : 


Address ; 








Here 


And 
There 


—The race track theme was used by J. A. 

Muse, Columbia Clothiers, San Diego, as a 

tie-in with the opening of the Del Mar track. 

. . . Center, by Sven Mellberg, Paul U. Berg- 

stroms Aktiebolag, Stockholm. . . . Below, by 

Leon W. Tompson, Rosenberg Brothers, Albany, 
Georgia— 


EL MAR race track, 40 minutes from 
San Diego, opened its 
August and J. A. 
Muse cashed in on the local interest in the 
event by installing a battery of racing win- 
for Columbia Clothiers. Nine 
all, having a 
showing some part of the Del 
one the starting 
the line, another to the 
cashiers’ windows, the interior of the Jockey 
Club bar, the 

This 


seamless 


downtown 


racing season in 


dows win- 


dows were used, in each 
background 
Mar track 


line, one to 


devoted to 
finish 
and so 


stables on. 


Was 


black 
for the background of each 


accomplished by using 
paper 
window, with 
in the first 
was made of 1 
the 


while 


sketched in as shown 
The flat 
“Del Mar 
for the window 
tickets read: “A 
Arrow,” or the some other nation- 
ally known brand carried by The 
public's the displays 
excellent. 


scenes 
illustration. white rail 


by 2S. 


Flashes !” 


was phrase used cards, 


price winner by 
name of 
the stores 
response to series of 
1s reported as 
urt Oldenburg, organization 


Paul 


COMes 


From (¢ man 
Bergstroms Aktiebolag, 
the for 


Mellberg is display 


age! To! 
Stockholm, 
shirts. 


display Arrow 


Sven managel 
the store and the display installed 
by Vilmer Westerberg. The white 
ground was striped with red lacquer bands 
and the “Arrow” 
bright lacquer to 
blue 
from 


ior Was 


back 
words done in a 
out the 
symbolizing 


were 


blue carry red, 
scheme 
the 
Spotlighting was used for 


the 


white and color 
the 


Callie 


country which merchandis« 
illumina 
“The shirt 
The lack 


window depend 
the 


tion, and 
stvle 


of display 


read 
friends.” 
the 


arrangement ot 


card COpy 
tor Arrow 
props, with 
primarily on. the 


with 


ing 


boxes and merchandise, is typical of Stock 
holm 
visited 

Leon W 


for 


display according to Oldenburg, who 


America a few months 


ago 


fompson is display director 
\lbany, and 


he submits the final photograph as an ex 
ample of 


Rosenberg Brothers, (sa., 


what can be done in a com 


paratively small community where display 








materials 


notice. 
was carried out in a rather modern setting 
of a Chinese restaurant,’ Tompson explains. 


“Rust 


can not 


be 


had at 


a moment's 


“The Chinese motif in the display 


and 


preen 


foil 


paper 


fronted 


by 

















nese @ ra cae 


multi-colored fans formed the background 
of the window. A reader bearing the words: 
‘And Two were Dining It was just a 
small the 
theme.” 


Chinese Restaurant’, completed 





und 
ds: 
t a 
the 
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@PRINCESS PINE WREATHS - or 
HOLLY WREATHS (aden with bright 


red berries) 


14"..... ... ($12.00 Dozen 7..." _.$ 7.50 each 
24". .......... 3.00 Each 36"...... .... 10,00 each 


@EXTRA HEAVY PINE ROPING 


$1.25 yard ) * 
.65 yard } | 


5-yd. lengths 


& RAYO a ROPI NG (in all-color pastel shades) 4 


l-inch (Twisted) _...... $0.60 yard 
Y-inch ....... GWB yard 


@ DECORATIVE FIBERGLASS 


(ALL-PURPOSE, FLUFFY) 


WHITE ALL COLORS 
2 Ibs. _. $2.00 $ 3.25 
5 lbs.. .. .. 79% 
10 Ibs... ..> ae 15.00 


@FOILS (Plain and Pastel) 


Silver (100 ft. rolls)... .. $3.95 roll 
Gold-Red-Green-Blue, 
and all pastel shades |. 4.50 roll 
(100 ft. rolls) 


@eDESIGN FOILS 


(100 ft. rolls) 2. $5.50 roll 


@HEAVY OPAQUE CELLOPHANE 


with Xmas design (100 ft. rolls)... . _. .$7.50 roll 


odern Isplays * WASHINGTON - 5. DC. 
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Displays By 
John Hammond 


From George Innes Company, Wichita, where a 
large expansion program is in progress, come these 
photographs of displays by John Hammond, display 
manager. The first depended primarily on cold 
lighting and natural atmosphere for its appeal for 
men’s apparel. 

The highlight was on shoes at the upper right— 
one of a series making a tie-in with the store’s 
page advertisement in Vogue. 

In the center is one of a group of displays fea- 
turing “Cuban Holiday”; another of the same series 
is seen at the lower right. 

At the left, below, is a tie-in display for the 
firm’s national advertising in Charm magazine. 

Lower center, Revlon’s “Ultra-Violet” provided 
an opportunity to use extreme colors in this group 
of windows. Here, for example, a fluorescent violet 
drape was used against a turquoise curtain, flanked 
by white tufted satin panels, and matching tones in 
the grapes, ribbons and accessories. The manne- 


quin’s costume was in black. One theatrical spot- 
light was used for illumination. 
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WLS comura 
ADHESIVE BLANKS 


APPLY IDENTIFICATION AND SELLING COPY 
DIRECTLY ONTO MERCHANDISE 


Pertinent facts about the product . . . important to selling . . . can now be applied directly onto 
the Appliance in a modern, decorative, styled manner. Eliminate clumsy floor stands that inter- 
fere with traffic . . . copy brackets that are easily mixed or misplaced. Use Comura Adhesives. 


WLS COMURA ADHESIVE BLANKS go on in a jiffy . . . off as easily . . . can be 
applied to any surface . .. will not mar. Use any type of sign writer’s paint, chalk, japan, 
ink, water color or press to apply copy. Waterproof. Use over and over again. 










































Available in 13 Practical Sizes 


Brochure giving complete . x ec . 

nit i Ph A 6 CEs 6 os heen dadscaxeveass 5 Pleasing Colors 

sizes and applications, . P a ‘ , o 

sent FREE on request. Get acquainted with this new WLS product. Send for 
Starter Set No. 200. 


38 Comura Adhesive Blanks in assorted designs and sizes 




















Only $4.55 
DESIGNED, PRODUCED AND DISTRIBUTED EXCLUSIVELY BY 
W. L. STENSGAARD & ASSOCIATES, INC. te 
es 320 N. JUSTINE ST. CHICAGO, ILLINOIS 
J a 
yre’s SE 
™ Nature’s Best! 
ided 
7 XMAS WREATHS, TREES and ROPINGS 
K PRESERVED e FLAMEPROOF 
oa NATURAL HOLLY STATIS 
ITALIAN RUSCUS BRUSH PINE FIBRE 
PRINCESS PINE BALSAM 
BABY’S BREATH BIRCH BRANCH TIPS 
(Gypsaphilia) (open top wreath ) 


In natural green, pastel shades, or frosted. Wreaths mounted 
on heavy wire frames; ropings on heavy cord. 


GLASS TREE ORNAMENTS SPECIAL ORDERS 


V/ 


Imported and Domestic. From /”% inch | Skillfully made from your sketch or speci- 


Ball to 8 inch diameter. fications, to your requirements. 


Write for price list, or, better still, visit our showrooms. 
ARTS AND FLOWERS 
MANUFACTURERS — CREATORS — IMPORTERS 
43 West 56th Street (near Fifth Avenue), N. Y. 19, N. Y. 
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Title Registered U. S. Patent Office 
Combined with 
MERCHANTS RECORD & SHOW WINDOW 
Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 





H. C. MENEFEE, President, 
NATHAN SILVERBLATT, Manager, 
R. C. KASH, Editor. 





e OUR PLATFORM 

1. The Promotion of Display. 

2. More Display Cooperation by Manufac- 
turer and Merchant. 

3. Advancement of the Display Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Greater Appreciation of Display's Power in 
Merchandising. 

6. Absolute Independence of Our Editorial 

Columns. o' : 


ic Aone 
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Display Factor Asks $50,000 
For Research Program 


Possibly no other editorial published in 


DISPLAY WORLD has received the re- 
sponse accorded the “guest” editorial by 
Arthur William MeMahon, display director 


Drug Company, St. Louis. It 
will be remembered that McMahon described 
amounts spent for 


for Glaser 


as a waste of money the 


dinners and other forms 


oftered 
urged that the display 


firms spend this money on badly needed re- 


cocktail parties, 


of entertainment displaymen at 
market weeks, and 


search in this field 


Qut of the great number of letters re¢ 
ceived by DISPLAY WORLD. in respons: 
to this editorial, it is proposed to quote two 


one trom a prominent display manutac 


othe 
reaction of displaymen 


turer and the as representative of the 


David, 
Kquipment & 


The first comes from C. F general 
Fren-Zee Store 
Company, New Haven, Conn.; the 
the National Associa 


Industries 


manager of 
Fixture 
firm is a member o 


Display 


tion of 


“It was eminently satisfying to read. the 


editorial column in your August issue. The 


thinking projected in this column 


basically 


Was SO) 


sound and so incontestably ex 


pressed that there could be no honest refu 


tations 


“If our industry and the individuals who 


purchase the materials are to attain a pro 


fessional status comparable to those of ad 
vertising store 


Managers, Managers, met 


chandise managers, etc., a constructive pro 


Naturally, 


this program will have to encompass finite 


gram must needs be undertaken 


surveys by qualified business schools and 


research agencies It will have to demand 
direc 


the cooperation of top-flight display 





DISPLAY WORLD 


tors and visual merchandise men who are 
now aloot general problems of 
their industry and field. 


from the 


relations 
clarify and 
facets of our 


program 
make 


“An articulate 
developed to 
various 


public 
must be 
understandable the 
field. 

“Naturally, manufacturers and distributors 
in this industry are, or should be, vitally 
interested in such a program. They should, 
by all means, divorce themselves from such 
sales promotional entertainment media 
which do not reflect favorably on the in- 
dustry as a whole. 

“The firmly believes that a_ re- 
search foundation undertaken by the Na- 
tional Association of Display Industries 
totaling at least $50,000 should be inaugu- 
rated. This among the 125- 
odd members, very small 


writer 


sum, spread 
would be a 
amount to raise. 

“The impetus from such a program would 
stimulate the thinking and interest through- 
out the field and it certainly would en- 
gender the closer and more profound re- 
lationship between management and display. 

“The writer believes that this program 
should be undertaken at once and should 
be the main subject of business during the 
next session of the National Association of 
Display Industries.” 

Typical of the displayman’s reaction to 
the editorial is this letter from Tony 
Comorat, display director for the Jonas 
Shoppes, Richmond: 


“Congratulations on the publication of 
Mr. McMahon’s fine editorial entitled ‘Edu- 
cation Or Entertainment’. It is one of the 
logical appeals for the 
display 


best and = most 


advancement of the profession | 
have ever read. 

‘Amen!’ and a 
appeal will not go 


“IT hereby render a lusty 


sincere hope that his 


unchallenged by the display manufacturers, 


nor by you. 

regrettable that similar to 
recommends were not pur- 
this. Such a program 
would instill into the minds otf members of 
appreciation of 


“It as 
those which he 


steps 


sued long before 


the profession a_ greater 


their obligations as sales promoters, and 


prepare them to meet more intelligently the 


demands being placed upon them by the 
merchants. 
“T believe you could contribute im- 


measureably by initiating a move among 
vour advertisers and the National Associa- 
tion of Display Industries to meet the needs 
of the profession and help fill the gaps that 
exist by encouraging the accumulation and 


dissemination of facts and figures—in other 


words, education.” 
\s an example of what research’ has 
meant to a somewhat related field, atten- 


tion is called to the article “Research is an 


Investment” which appears elsewhere in 
this issue. It should be remembered, also, 
that the report referred to deals only with 
benefits for one side of the field—that of 
lithography 
search in display would mean great benefits 
for the displayman, as well as to 


the manutacturers of display materials and 


manufacturers of whereas re- 


primarily 


equipme nt. 


The need for display research is— un- 
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questioned; it has been discussed for a long 
time without much being done along con- 
structive lines. There seems more interest 
in this subject now than at any other time, 
and it is to be hoped that some definite 
action can be taken in behalf of display 
research without further delay. 





Don't Delay Buying 
Until Too Late 

With regard to the receipt of orders for 
Christmas display materials and equipment, 
the situation is somewhat confused among 
manufacturers. Some say that they have 
all the holiday business they can handle, 
while others report a decided trend toward 
placing orders late this season. 

The danger is that these orders will be 
received so late that the displaymen placing 
them will not be able to get the materials 
they want and that in some cases delivery 
on schedule will be impossible. 

This trend was noticeable before the war 
but was gradually during the 
years when there was a great scarcity of 
materials and labor. Perhaps this state of 
things will obtain only during the present 
conditions in the retail 


corrected 


because of 


vear, 
field. But whatever the cause, a large num- 
ber of Christmas orders still remain  un- 


placed, and it is certain that many display- 
men are disappointed as a 
result. 


going to be 


Display Idea 
Pays Off 

Seven years ago the advertising agency 
for Frankfort Distilling Corporation con- 
ceived the idea of freezing four roses in a 
block of ice to illustrate national advertis- 
whiskey. Since that 
summer has seen blocks of ice 
and real roses on display in certain liquor 
night bars, and restaurants. 
It is estimated that during that time more 
than 40,000 roses have been used in more 
than 1,000 tons of ice 
in Ice Week” each year sales of the whiskey 
have risen from 75 to 400 per cent. 


ing for “Four Roses” 


time, every 


stores, clubs, 


—and during “Roses 


\ New York City liquor store which 
normally sells five cases of “Four Roses” a 
month sold 22 cases of the brand in one 


week when a florist next door showed the 
floral ice cake in front of his shop. In 
Blythe, Calif., a retailer’s sales climbed from 
$300 to $800 a day. In Little Rock an ice 
cake was delivered to the wrong dealer, who 
refused to part with it after 
boom in “Four 


seeing the 


unexpected Roses” sales 


when the display went on view. 


Gestrine Starts Store 
Of His Own 


After 30 years in display, most recently 
with Butler Brothers, Carl 
trine has left this field to enter retailing on 
his own. On August 1 he took over a 
variety store at 21 Elmwood Parkway, 
Elmwood Park, Ill, and is operating it 
under the name of Gestrine’s Westwood 
Community Shop. 

Gestrine was an member of the 
Chicago Display Club during his residence 
in that city, and at one time was president 


Chicago, Ges- 


active 


of the organization. 
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item No. 1 
SPUN GLASS—Not short, skimpy fibre, but long, fine, 


soft, glistening, silky type. 

White was $1.25 a pound — now 85¢ a pound. 

Colors were $1.97'2 a pound — now $1.35 a pound. 
Colors available: 

Orchid Royal Blue Shocking Pink Orange 

Chartreuse Pastel Pink Cocoa Brown = Black 

Yellow Jade Green Red 

Light Blue Deep Green Gray 

Packed in two, five and ten pound packages. 


—— Item No. 2 
FULL ROUND ROPE MOLDING—Lowest prices in years. 
%4” was $14.75 per 100 ft. — now $11.75 per 100 ft. 
1” “20.50 nO C7 
me ° 22756" * “— * Gea 
mm.” oe” °° * = * Geer 
Random lengths sent but they will average 8 to 10 ft. 


Hem No. 3°" 

FULL ROUND PRINCESS PINE WREATHS WITH RED 
BERRIES — Made this year with new, plump, fresh 
materials. 

16” size was $1.00 each — now 78ce each 

eo". 1.45 “ — “” $1.08 

7 al [A a 

a > i eid 

3" " " AS * — * See 

sa UCC OSC “ 5.00 

a * © CRE © = © Fs 

ao" “Bae *“— * ae 


These are the best quality wreaths available. 


Order Directly By Mail or From 
FREN-ZEE Associate 


Item No. 4 
CHRISTMAS ORNAMENTS—American made in conven- 
tional and pastel shades. 

2'4’ Ornament was $12.00 per gr.—now $10.00 per gr. 
3%" bs " BS" *—"* Bmae~ ” 
Colors available: 

Cerise Silver Christmas Blue 
Chartreuse Copper Christmas Gold 

Purple Christmas Green Orchid 
Light Pink Christmas Red Turquoise 
———— Item No. 5 ———— 

1947 IMPORT OF ITALIAN HOLLY WREATHS AND 
BERRIES — this is the type that lasts for years and years. 
16” size was $2.65 each — now $1.95 each 
ie’ * “ 296 * — * Be 

:) a 7 > i i 2 | 

? ae * £45 * * aaa 

| a <> i a, 

<a 745 oO" = *6 CURS 

Item No. 6 

PRINCESS PINE ROPING WITH RED BERRIES—We have 
sold tens and tens of thousands of yards during the 
past few years. 
3” to 4” diam. roping was 90c ayd.—now 50¢ ayd. 
ies ' * $1.275"°"*=— * Ce 

oe ” > “ 30" * — * ghie” * 


Item No. 7 ——— 
VELOUR PAPER—This is the finest quality flocked paper 
that can be made. It comes in rolls 24 feet x 40 inches. 
Was selling from $6.75 to $8.50 per roll — 
now $4.65 per roll. 
Comes in 
Christmas Red Cerise Pink 
Christmas Green Chartreuse Light Blue 
Christmas Blue Gold White 
Turquoise 
Item No. 8 
FINEST QUALITY SATIN RIBBON 
No. 1 - %” 100 yd. roll was $1.75 — now $1.30 
No. 3 %" ne S| aed 
No. 5 — 7” enna 495— “ 3.75 
No.9 -—1%”" 50" " * 3.95— “ 2.95 
No. 16 2 Se se a “ 3.95 
No. 40 — 27” ey a on ‘ 7.95— “ A 
No. 120— 4” awe * Ge— " 758 
Available in the following colors: 
Cerise Light Pink Christmas Blue 
Chartreuse Christmas Green = Christmas Gold 
Purple Christmas Red White 



































Read what an “old timer” says 
about this famous school 


Dear Mr. Petty: 

I have been in the field of silk screen 
processing for fifteen years and, after 
discharge from the service, was eager 
to take a refresher course in my chosen 
vocation. 

I spent four months trying to find 
someone to show me some of the latest 
improvements, but with no success until 
I saw your advertisement. As a result, 
I enrolled in your school and enjoyed 
every day of my stay. 

The Petty School is the only one of 
its kind in the world. You have shown 
me improvements in silk screen proc- 
essing that are years ahead of the field 
Now that I am in business for myself 
again, I am going places! 

Thank you for showing me that 
“Nothing Takes The Place Of Quality.” 
That motto is indeed the keynote of | 
my work. é 

(Signed) Name on request. } 





Rect tbat wa 








= 


If you are an ‘‘old timer’’ who would 
like to take a refresher course and j} 
step ahead in the field...oraninex- | 
perienced ‘‘youngster’’ looking for a 
lifetime opportunity that pays well 

learn more about this famous 
school. Training is practical, interest- 
ing work—not just theory from | 
books. Tuition is very reasonable, ~— 
and comfortable living quarters are 4 
provided for every student. To get all 








the facts about this profitable train- 
ing, sign and mail coupon below. 








FULLY ACCREDITED 
UNDER G. I. 
BILL OF RIGHTS 


SCHOOL 


Post Office Box 114, Effingham, Illinois. 


J 
“A 






SILK SCREEN 
PROCESS 





Jleace 2 - ‘ ‘ 
Please send me complete information 
about your school, without cost or 
obligation. 


| Check here if qualified under G.I. 
Bill of Rights 


PRE escort: 


Address. . 
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DISPLAY WORLD 


THE NEW RENBERG'S 
[Continued from page 51] 
interesting variation and 
fabrics 


find extremely) 
contrasts of used on furniture. 
Masses of living touch off the 
smart decor and make these shops charm- 


greenery 


ing spots in which to shop. 
The store is a monument of 
Tulsa skyline ...a 


achievement in a 


Renberg 
Civic pride for the 
striking architectural 
harmonious blend of good display, color and 
form, and further its well-established 
reputation as a retail institution serving 
Tulsa and her trade territory. 


will 





Paxton To Teach 
Display Course 


R. L. Paxton, Shudde Brothers, Houston, 
will instruct a 45-hour display 
at the University of Houston. Starting Sep- 
will continue for 15 





course in 
tember 15, the class 
weeks. 


Brooks Leaves Marx 
For Penney's 

Charlie Brooks, formerly with the Henry 
Marx Company, Pine Bluff, Ark., has joined 
the J. C. same 
city, and 
advertising. 


Company, of the 
display 


Penney 


where he has charge of 


"Salesmaker" Turntable 
Now On Market 

Called the 
which is guaranteed for one year has beén 
placed on the display market by Morgan- 
Lapham, Inc., 1775 Broadway, New York 
City 19. The unit stands 334 inches high and 
standard table top 18 inches in 
Operating on AC current only, 
three revolutions a min- 
load of 150 pounds is 


“Salesmaker,”’ a turntable 


diameter. 
the device makes 
ute. A top center 
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claimed for the turntable, and it is also sad 
it will not over-heat under any circu 
stances. Literature is available from t 
firm at the address above. 


Lenhart Resigns Post 
At Hochschild, Kohn 


After more than 11 years as display ma 
ager for Hochschild, Kohn & Co., Balti- 
more, Charles E. Lenhart has resigned and 
will return to New York City because of 
illness in the family. His future plans 
have not been announced, nor has the posi- 


tion been filled at Hochschild’s. Lenhart 
was with the display department of L. Bam- 
berger & Co., Newark, for some 16 years 


before joining the Baltimore store. 


Balkan Acquires Interest 
In Chicago Firm 


Maury Balkan has acquired a half-interest 


in the Paull Manufacturing Company, 422 
North Armour street, Chicago; the firm 
designs and manufactures displays and 
point-of-sale devices. Balkan will be in 


charge of designing, sales and sales pro- 
motion as executive vice-president. 

For the past 12 years Balkan was asso- 
ciated with W. L. Stensgaard & Associates 
in various key positions, the past three 
director and account execu- 
accounts of many na- 


vears as art 
tive handling the 
tional manufacturers. 


Stensgaard Adds 
Roy Burt 
Roy C. resigned as display 
Thomas, Charleston 
now connected 
Stensgaard & 


Burt has 
manager for Stone & 
department store, and is 
with the sales staff of W. L 
Associates, Inc., Chicago. 


VACUUM 
CLEANERS 
~ ane here 


* zie 


* THEYRE STREAM LinED! 


® THEY REACH FURTHER 


UNDER LOW FuRNiTURE! 


* THEY GET ALL THE onT! 


won oul cleaners NOW! 


—Serenaded by two vacuum cleaners, the housewife stands, a la Juliet, on a balcony in this 
unit by the display department of Consolidated Edison Company, New York City; it was pro 
duced under the supervision of Ray Martin, art director— 
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CRESCENT 
Qual 
BOARDS 


IMPRINTED LINING 
FOR POSITIVE 
IDENTIFICATION 


a product of 


Cuicaco CarpBoarp Co. 











670 W. WASHINGTON BLVD.CHICAGO 








DISPLAY WORLD 


Modernized Display 
And Fixturing 
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By Elmer L. Reibold,* 


Sales Promotion Manager, 


Cluett, Peabody & Co., Inc., New York City 


OME of you have probably wondered 
why Cluett, Peabody & Co., Inc., manu- 
facturer of shirts and other men’s wear 

items, is a participant at the Store Mod- 
ernization Show. 

The simple. We are doing 
everything we can to help our dealers sell 


answer is 


more men’s wear more profitably — with 
better consumer service. The success of 
our dealers in selling all kinds of men’s 


wear determines the degree of success they 
will have in selling our product. The 
growth of our business depends upon the 
growth of our dealers. So over the 
we have invested a lot of time and quite 
a few dollars studying how customers buy 
and how stores sell all items of men’s wear. 

A consistent advertiser in national maga- 
zines for over 41 years, Cluett, Peabody & 
Co., Ine. in the early ‘30s began to adver- 


years 


tise ensemble sets of shirts, ties, and hand- 
kerchiefs styled to go together. 

There was an immediate consumer 
ceptance of style-related merchandise, which 
indicated that the consumer liked to buy 
these ensembles in rather than just 
another shirt, odd tie, and handkerchief. 

Coordinating merchandise in this fashion, 
however, presented a problem in manutac- 
turing as it meant that all three items had 
to be merchandised, sold and scheduled for 
delivery to the stores in their proper quan- 
tities the same time to meet the 
appearance dates of the national ads. 

This brought up the question, “How many 

and handkerchiefs should we manu- 
facture with every dozen shirts ?” 

To find the answer in balancing, our lines, 
we had to know: “How often the dealer 
sold ties and handkerchiefs with shirts,” 
and “How many could he sell if they were 
especially styled for one another ?” 

When we asked our dealers how often ties 
handkerchiefs sold with = shirts, 

selling, “Lots”, 
“Most of them”. 
these answers as we 
tell our manutacturing depart- 
make “lots” of with 
They wanted 
1938, we 


Company, 


ac- 


Sets, 


and at 


ties 


and were 
was 


cent”, 


thought he 
“SO per 
use 


evervone 
“Plenty”, 
We 


could 


could not 
not 
these 


ment to ties 


shirts. facts. 

W. 
for 
the 


the Russell 
Allen which is well-known 
its research in the retail field, to find 
answers and supply the facts. 


So in engaged 


This proceeded to analyze 
thousands of saleschecks in 
men's and department large 
and small, in all parts of the country. The 
results startled not only ourselves but also 
Of the more pertinent facts, 
that furnishings 
operations on an average sold only 20 ties 


organization 
hundreds of 


stores stores, 


our dealers. 


we learned most men's 


before a the Store Mod 


New 


1] 
talk 


Show, 


*Text of 
ernization 


panel of 


York City 


and 4 handkerchiefs to every 100° shirt 
customers. There was a striking similarity 
of customer buying habits regardless of the 
stores’ location. 

We then began experiments in these stores 
with ideas for improving related selling. 

Sales training programs boosted related 
sales but the salespeople needed better sell- 
ing fixtures, cases, and departmental lay- 
out to accomplish maximum results. 

It was apparent that when shirts, ties, and 
handkerchiefs were styled for one another, 
displayed and stocked together at one point 
of sale instead of in three separate depart- 
ments salespeople could make many more 
combination sales. 

The regular glass showcase or table did 
not do a good job of stocking the three 
items together. 

We decided to build a fixture to fit the 


merchandise instead of making the mer- 
chandise fit the fixture. 

The result was our first related selling 
case. It stocked all three items, shirts, 
ties and handkerchiefs together at one 
point-of-sale. With this fixture the sales- 
people could sell all three items at one 


time, instead of having to go to the three 
different sections to get the shirt, the tie, 
and the handkerchief. Customers were 
pleased, and could buy ensembles quickly 
and without traveling around to 
various departments. 

When these new cases were installed and 
used by many dealers—an average of 60 
ties and 45 handkerchiefs were sold to 
every 100 shirt customers who bought from 
the fixture. 

Compared to previous averages of 20 ties 
and 4 handkerchiefs, this system developed 
three times as many tie sales and 11 times 
as many handkerchief sales. 
stores maintained an 
high as 8&5 ties and 50 handkerchiefs 
100 shirt customers for an entire test period 
lasting six months. 

These studies on related selling pointed 
needed 


easily, 


average as 
per 


Some 


out so many other problems. that 
answering that we have made this a con- 
tinuing study, which is now in its ninth 


year, and is becoming more valuable to our 
dealers as progress is being made. 

Today we are presenting our dealers with 
a store modernization program which not 
only includes related selling, but also covers 
other pertinent merchandising helps to men’s 
wear retailing. 





New Location 
For Crown-Mark 

Crown-Mark Paper Corporation, formerl) 
of 342 Madison avenue, New York City, is 
155 East 44th street. 


now located at 
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FOR HIGH HEELS 


od All 3 heights 
INSIDE EVERY SHOE / FOR BETTER DI 


= @ ss per pair $2 89 


ur Wholesale Distributors: With shoe forms as with everything else, it’s wise to benefit 
by the experience of the leaders in the field. And with shoe 
display men who know best, it’s a well-established fact that 











IN BOSTON 


Feine Trimming Co. 


= Fashion Shoe Form & Supply Co. shoes shown on Universal’s Forms sell faster because they fit 
ws IN NEW YORK CITY better, therefore look better! They’re made of a weighted non- 
Nat Siegel, Inc. flammable durable plastic in neutral flesh . . . 3-toe style with 
Jas. B. Williams, Inc. closed top. Order today for better display results next Fall! 
IN DALLAS 
Standard Fixture Co., Ine, UNIVERSAL FORM CORPORATION 
rl IN MONTREAL Send mail: 77 Summer Street, Boston, Mass. 


is M. J. G. Hogan Showrooms: 337% So. Hill St., Los Angeles + 30 E. 20th St., New York City 
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SANTA CLAUS GIRL 


Life sized round — Colorfully finished — 
mache—white feathers—flitter cloth. 


Prompt Delivery $50.00 Each 
412 Bay Bldg., Seattle 1 


4 papler 

















ROTOCHROME 
SPOTLIGHT 








LIGHT+ COLOR 
ACTION 


Steps up the 
Drawing Power 
of Displays 





Smallest Spotlight of its kind! 
Provides 500 Watt Illumination! 


Totally Enclosed—Fully Protected Wheel 
Absolutely Safe—Completely Automatic 
Self-Starting—6 Continuous Color Changes 
Optically Correct— Adjustable Beam Size 
Modern—Trouble-Free—Moderately Priced 
Ideal for Store Windows, Displays, Exhibits, Conven- 
tions, Shops, Theatre and Hotel Lobbies, Restaurants, 
Night Clubs, Cocktail Lounges, Ballrooms. 


Send for Bulletin No. 471 


GoldE Manufacturing Co. 


1222-A W. Madison St., Chicago 7 Ill. 
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esearch Is An Investment 


By ERNEST E. JONES 
Chairman, Research Committee 
Lithographic Technical Foundation 


(Admittedly, this article has only a tenu- 
ous connection with the field of display. It 
is presented here because it shows in detail 
what one industry is doing in the way of 
research and suggests methods which offer 
food for thought for the display industry.— 
Ed.) 


ESEARCH is not an expense—it is an 
investment. And it is an investment 
which dividends to who 

have the vision, the patience and the forti- 
tude to back it with their skill and their 
dollars. That is a lesson which has been 
learned by all those engaged in lithography 
and related trades, if our industry is going 
to meet its present and fature opportunities. 

Some of our lithographic people believe 
wholeheartedly in research and others do 
not. Some think of research as product 
experimentation and others think of it as 
a basic long-term study of the entire pro- 
cess. Some that research should 
be confined to the solution of little indi- 
vidual plant troubles and others ‘think it 
should be entirely general in nature. Some 
can name scores of projects on which re- 
search is needed in our lithographic pro- 
and there are a few, believe it or 
not, who claim that we have reached per- 
fection and have nothing left on which to 
research. 

That our industry, generally, has been 
research minded, has been borne out in the 
last 20 years by the fact that it maintains 
and supports an industry institution known 
as the Lithographic Technical Foundation, 
which in addition to education and employee 
training needs, is devoted exclusively to 
cooperative scientific research in litho- 
graphic fields. But, while our industry it- 
self has been the fastest-growing of all 
the graphic arts processes during those 20 
years, now reaching a point where 
qualified observers are predicting a $500,- 
000,000 annual volume, its support of co- 
operative research has not kept pace in a 
relative manner. 

While a 
great 
recognized, has 
20-odd vears of 
Lithographic Technical 
only been in the last two or three years, 
through extremely hard work, stimulation 
of-interest and energy on the part of in- 
dustry people, that we have been exhorted 
to again bring our research operations 
somewhat closer in line with the and 
importance to which lithography itself has 
grown. And although, in these last two 
or three years, the industry’s research 
appropriation has been almost quadrupled, 
it is still short of the real needs to meet 
present day requirements of the industry. 
It will only reach its maturity when every 
lithographer and every — supplier 
future rests in lithography 


pays those 


believe 


cesses 


some 


deal of govdd, and I do 
more than is generally 
accomplished in the 
activity by the 
Foundation, it has 


great 
deal 
been 

research 


mean a 


size 


whose 
becomes” an 


active, supporting member of the insti 
tion which is devoted exclusively to 
advancement of the process. 

Today, lithographic research stands on 
threshold of its greatest opportunity, as 
culmination of the careful planning of | 
past few years during the revitalization of 
the industry’s institution. In keeping with 
the original intent of the working arrange- 
ment with Armour Research Foundation of 


Illinois Institute of Technology the Litho- 
graphic Technical Foundation’ will, on 
September 1 of this year, take over the 


complete maintenance and direction of its 
own research staff and facilities at Glessner 
House in Chicago, through an arrangement 


for occupancy and use which has_ been 
made with the Illinois Institute of Tech- 
nology. 


This newest forward step is in keeping 
with the original research plan developed 
and instituted with the Armour Research 
Foundation two years ago, when the Litho- 
graphic Technical Foundation first moved 
its staff and laboratory to Chicago. During 
the interim, the lithographic industry has 


enjoyed the advantages and benefits of 
working closely with one of the leading 
research institutions of the country, while 


tackling the problems of establishing and 
expanding its facilities and equipment, in- 
creasing its staff and indoctrinating new 
members of the research personnel. Con- 
siderable time has been required, it is true, 
in developing the personnel and the well- 
rounded staff that is essential to smooth 
operation of active research projects and in 
this development work the expert guidance 
and help of Armour Research Foundation 
has been invaluable. It will continue to be 
extremely valuable to the lithographic in- 
dustry now that the lithographic research 
program is entering its permanent phase of 
operation. 

projects for the industry, as 
determined and set up by the industry's 
research committee, will be carried on at 
Glessner House in the industry’s own mod- 
ern and fully-equipped laboratory, by its 
own expert technicians and trained litho- 
graphic personnel, under the direct guidance 
of its own research director. The staff will 
be headed by a trio well known in litho- 
graphic research circles. Michael A. Bruno 
will supervise the active research projects. 
Robert F. Reed, who has been connected 
with the industry’s research institution since 
its inception, will serve as chief consultant. 
Paul Dorst, who served for 17 years on the 
laboratory staff and later gained valuable 
technical knowledge in government service, 
serve as technical advisor and _ plant 
The staff will also in- 
full-time members. 


Research 


will 
service consultant. 
clude nine others as 
One of the most encouraging phases of 
our industry research program as it per- 
tains to personnel at the laboratory, is the 
fact that, in addition to the full-time staff, 
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GENUINE STRUCT’... 


URAL B 


OF TEMPERED MASONITE 


ENDS ORIGINAL 


For Moderu Remodeling aud Mew Coustruction 


Available 
NOW 


te 


DESIGN 
1-24 














A POPULAR DESIGN 

WITH HUNDREDS OF 

PRACTICAL USES. 

8’ long ... 21” wide 
ONLY $2.90 








Illustrating Structural Bend Backgrounds and balance treatment — One 
window of a large series created for H. & S. Pogue Co., Cincinnati. 


Made of strong, tempered Masonite Presdwood, Structural Bends are a practical, inexpensive mate- 
rial for creating outstanding treatments for smart, modern window backgrounds, interior and 
remodeling construction. They are flexible ... easy to cut... construct... finish and install 
. . . Quickly interchangeable to meet daily or seasonal requirements. Seventeen basic shapes, 
available in 8 foot and 12 foot lengths ... Any height... any shape... any size area 
can economically be treated. They are designed to meet the requirements of modern construction 
for store interior, backgrounds, equipment and display, new construction, remodeling. Time tested 
. . . durable . . . modern ... extremely practical .. . affording almost unlimited opportunities 
for creating outstanding effects . . . at low cost. They are in stock, available for immediate 
shipment. Plan your needs ... Place your order now! 


DISTRIBUTED EXCLUSIVELY BY 





Send for 
Catalogue 
Blueprinting 
Seventeen 


Basic Designs 
Available 











DESIGNS AVAILABLE 


W. L. Stensgaard and Associates, Inc., 346 N. Justine St., Chicago 7, Ill. 
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SPARKLING WHITE PLASTIC SNOW. 
PACKED IN ONE AND TWO BUSHEL 
CONTAINERS. VERMIN-PROOF, RE- 
USABLE. SPECIAL £lactic snot 
DISPLAY PRODUCTS INCLUDE 
SNOW BALLS, BELLS, STARS, 


WRITE FOR NAME 
OF YOUR NEAREST 
WHOLESALER 


“2943 E. Warren Ave. 
Detroit 7, Michiaan 














WINDOW DISPLAY 
AT HOME 


Easy Home Study course showing 
how to do every phase of window 
display work. Carry out our instruc 
tions in your own windows and 
learn while you earn. 






Largest and oldest school of its kind. 
Founded 1904. 


Write for literature. 


THE KOESTER SCHOOL 


300 W. Adams St., Chicago, III. 
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there are now a number of research workers 
who have been loaned by members of the 
industry, at cost to the Foundation. 
These men, most of them war veterans and 
some of them college graduates in chemical 
engineering, are working in the laboratory 
for varying periods of one to three years, 
after which they will return to the plants 
employ them. Meanwhile, the in- 
dustry and the foundation research staff are 
gaining the full benefits of their time and 


no 


which 


services on active industry research pro- 
jects. Their own employers will eventually 
derive a lasting benefit when these men 
return to them better versed in technical 


knowledge of the lithographic processes. 
There are many advantages to the litho- 
graphic industry in the development of the 
original plan with Armour Research Foun- 
dation, under which it was planned that the 
Lithographic Technical Foundation would 
eventually house its facilities in 
its own building on the Illinois Institute of 
Technology campus. With the prohibitive 
building during recent years, it 
seems to me that the board of directors of 
LTF has acted wisely in confining itself to 
moving from Cincinnati and_= re- 
equipping and refurbishing the facilities in 
such an available and appropriate location 
House. This property is com- 


research 


costs ot 


costs 


as Glessner 


pletely adequate for at least a period of 
several years and it makes possible the 
full development of the original plan to 
have LTF research operations located in 
its own separate building under its own 
direct supervision. Best of all, in close 
proximity to the Illinois Institute campus, 


it makes possible the continued close co- 
operation of those institutions. 

One of the factors which guided the 
original thinking and planning was the 
opportunity for close affiliation with Illinois 
Institute of This affiliation 
permits the possibility of practical training, 


Technology. 


cooperative and otherwise, of technical men 
for the industry. Four men are 
presently working at the laboratory on the 
equivalent of a fellowship basis while com- 
pleting their formal education. 


such 


The arrangement also makes it possible 
for all lithographers and suppliers to enter 
into thoroughly private and ‘confidential 
arrangements with Armour Research Foun- 
dation 


to perform: research on their own 
lithographic problems, patentable or other- 
Wise, with assurance that there will be no 


conflict, and no duplication, with the Litho- 
Technical Foundation program 
carried on at Glessner House by the sep- 


graphic 


arately assigned and controlled LTF staff. 
Several members of the lithographic in- 
dustry have been and are working with 
\rmour on personal private research prob- 
lems of this nature, with the work being 
done 15 blocks from Glessner House in 
Armour’s own modern research set-up but 


with full benefit of lithographic consultation 


three vears of and experience 
Naturally, LTF 
work being done by 


The 


Inbora- 


and contact 


with matters lithographic 


welcomes this 


tvpe ot 


private sponsorship and stimulation. 
Foundation 
all of the that 
and research and _ it 
must confine its efforts largely to the broad 


the industry, 


Lithographic Technical 


tory can never do things 


require development 


problems Ol since it 1s a 


[Continued on page 98) 
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NADI 


Abacot Displays, Inc. @ Adler-Jones Company 
@ Advance Displays @ Aladdin Fabrics 
Allcock Mfg. Co. @ Allied Display Materials, 
Inc. @ American Fixt. & Mfg. Co. @ Ankerum 
Mfg. Co. @ Arkow-Lewis Associates @ Arrow 


Dec. & Fixt. Co. @ Austen Display e@ 
C. Barrango Co. @ Bliss Display Corp. e 
Bonafide Disp. & Dec. Co. @ _ Botanical 
Decorative Supply Co. @ Eve’ Brueser 


Studios, Inc. @ Brunn & Bertheim @ Bulkley, 
Dunton & Co. @ The Carrata Co. @ L. J. 
Charrot Co., Inc. @ Chelix, Inc. @ James A. 
Cole Co. @ Columbia Display Materials Co. 
@ Colonial Decorative Display Co. @ Com. 
bined Industries @ Cook & Meier @ Crown- 
Mark Paper Corp. 


Emil Corsillo, Inc. @ Coy, Disbrow & Co. 
@ Crystal Fixture Co. @ Crystalline Plastics 
Co. @ L. A. Darling Co. @ Dazian’s, Inc. 
@ Decorative Novelty Co. @ Decorative Plant 
Co. @ Dingleman-Wolff Co. @ Display Effects 
@ Display Equipment Corp. @ Display Man- 
nequin, Inc. @ Display Products Co. @ Doerr 
and Associates @ Durable Displays, Inc. @ 
Duran Style-Rite Mannequins @ Everetts- 
Frederiksen-Soper Co., Inc. @ Facil Fabrics 


Co. @ Feder Industries, Inc. @ Frankel 
Asociates, Inc. @ Frankel Display Fixture 
Co., Inc. @ Fren-Zee Store Equip. & Fixt. 
Co. @ Gardner Displays Co. @ Garrison- 
Wagner Co. @ Earl W. Gasthoff Co. ¢@ 
General Display Corporation * General 


Display Studios @ Grant & Silvers, Inc. @ 
The Greneker Corp. @ Victor Haida Displays, 
Inc. @ David Hamberger. 


Halsen Mfg. Co. @ Hexco Products, Inc. @ 

C. Hurlock @ B. A. Jacobs Co. @ Jay 
Howe Studio, Inc. @ Irving Kaley © 
Kaplan Products & Textiles, Inc. @ Lee 
Plastics @ London Displays @ A. Lutz @ 
Lynn Display @ Magnani Statuary Company 
@ Maharam Fabric Corp. @ Majestic Creations, 
Inc. @ Mayorga Mannequins @ Messmore & 
Damon Studio @ MGM Displays, Inc. @ Mileo 
Mannequins @ Modern Displays @ Moortgat 
Studios @ More Displays @ Mutual Disp. Mfg. 
Co. @ Naegele-Horner, Inc. @ Natural Crea- 
tions @ New England Dec. Supply Co. @ New 
Style Studio @ Old King Cole Displays, Inc. 
e@ Oltmanns 


Paper Manikins, Inc. @ Pen _ Displays 
@ Leo Prager @ R-Tex Co. @ Radiant 
Glass Fibers Co. @ Reflector - Hardware 
Corp. * The Reyburn Mfg. Co., Inc. 


e@ Rip Studio @ Royal Paper Corp. @ Gustave 
Rubner, Inc. @ Sales Paper & Supply Co. @ 
Schack’s, Inc. @ Scheuer Creations, Inc. 
@ Shenker Displays @ Sherman Paper Pro- 


ducts Corp. @ Sherman-Weir, Inc. @ Frederic 
Shipman @ Shoe Form Co., Inc. @ Nat Siegel, 
Inc. @ Silvestri Studios @ Silvestri Art Mfg. 
Co. @ Southern Display News (Associate) @ 
Standard Fixture Co., Inc. @ Standard Cellu- 
lose & Novelty Co., Inc. @ Starkman Dis- 
play Center @ W. L. Stensgaard & Asso 
ciates, Inc. @ Swivelier Co., Inc. @ Sylvania 
Electric Products, Inc. 


Tabery Corp. @ Taffel Bros., Inc. @ Tally Ho 
Display Studio @ Timbertone Decorative Co., 
Inc. @ Timely Service Co., Inc. © ge > 
nc 


Creative Displays @ Jas. B. Williams, 
Frederic Weinberg @ Wolf & Vine @ Zaria 
@ W. M. Zeppen-Field Studios @ Display 
World (Associate). 
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: Newton Knew Naughd 


Sir Isaac Newton, a whiz on the law of gravity, would have discovered this great scientific fact much 
ifg. earlier had he been in the field of display — instead of under the apple tree. In the display of merchan 
dise, including apples, the law of gravity is fully in force plus an extra factor Sir Isaac would have 
ine. had to cope with ... third dimension. Every display man 1s confronted by these factors in windows 
and interiors. He must ponder, analyze and then devise methods of placing and keeping objects (and 
ays weight) in selected places throughout the display. In other forms of promotion, these factors are not 
are found, or required. Only through the use of many different types of display equipment, is it possible 
ae. for the display man to effectively display merchandise. Take advantage of the full facilities our NADI 
> membership offers you. We are concentrating on producing better display materials and equipment for 
nc. a more thorough job throughout retail stores. That is our contribution to display progress. Write in 
today if you have a display problem and we shall be glad to give you our complete cooperation without 
rel, obligation. 


Invest at least 1/3 of your promotional dollar in Display. 
Stimulate buying through visual aids that show and sell more 
merchandise. Place orders early for the big selling season 


0., ahead — Christmas! 


PROGRESSIVE 





of DISPLAY INDUSTRIES 


For list of NADI members, write Nathan Silverblatt, 


NATIONAL ASSOCIATION 
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RIBBONS 


Direct from Manufacturer to You 
@ 
DISPLAY JOBBERS TAKE NOTICE 
We Solicit Your Patronage 
* 
ALL WIDTHS — COLORS IN STOCK 


and to Your Special Order 








Orange, Eggshell, White, Rust, Gold and Maroon 


GROS-GRAIN RIBBON OUR SPECIALTY 


Also Cut-Edge Taffeta and Satins 


J.BURLOCK COMPANY 


105 W. 40th St., New York 18, N. Y. LOngacre 5-3514-5 
Selling Agents for 


THE POST NARROW FABRICS CORP. 


Middletown, Conn. 
MANUFACTURERS OF RIBBONS 
























OPAQUE PROJECTOR 


MM Your x: 
al display dep 
go "ment 


Need a large sketch—but fast? Just place this projec- 
tor over a photograph, magazine page, coin, jewelry 

MODEL OAl1 or any flat opaque object—and you can project a 
Projects sharp 10 foot im- screen image, faithful in every detail and color, 4 feet 


ages from 6%," x 6%,” square and larger. Projects an area 5” x 5” at one 

opening. Has motor cooled 

500-watt illumination. 
$155.00 F.0.B. N. Y. 


Larger Projectors too! 


time or larger area a section at a time. 


MODEL O, OPAQUE PROJECTOR 
MODEL OA3 Complete with special 150-watt reflector lamp, and 
1000 watts of air-cooled 8’ cord and plug. $29.50 F.0.B. N. Y. 


illumination delivers bril- 
liant screen images. Has 
7," x 10” opening. 


$250.00 F.0.B. N. Y. Arruur Brown & BRO., INC. 
67 West 44th St., New York 18, N. Y. 


Good News for our many Canadian Friends ! 


Materials are available . . . facilities are improved. We are making 
shipments to Canada again. Our BIG 1947 Christmas Catalog — now 
ready — is full of new ideas and interesting decorations. Write for 
your copy today! 


MARCUS 


WINDOW DISPLAY SERVICE, INC. 
106 LINCOLN STREET BOSTON 11, MASS. 





















SEPTEMBER, 1947 


| St. Louis Display Guild 


Has Inauguration Party 
Members of the St. Louis Display Guild 
held their annual inauguration party on 


| Saturday evening, August 23, at one 


St. Louis’ well known eating places, “Bell 
vedere Joe's” in St. Louis county. 7 
Guild engaged the entire Circle room, and 
107 displaymen and their wives attended 
Otto Lasche, of Kline's, was officially in- 
stalled as president of the club for the 


| coming year. In accepting, he again stressed 


the need for research in display, in order 


| that the displayman may be able to show 


in black and white just what his efforts 


| mean to his store in dollars and cents. The 
| St. Louis Guild, said to be the highest in 
| membership in the country, is definitely 
| committed to this aim for the coming year. 


John Stoppenbrink, C. E. Williams Shoe 
Company, was installed as treasurer, a 
regular yearly practice since 1938.  Stop- 
penbrink joined the guild in 1930 and was 
elected treasurer eight years later, a post 


| he has held ever since. Ralph Dauer, Cun- 


Imagine the Convenience of this 


ningham’s, retiring president of the Guild, 
presented Stoppenbrink with a sterling silver 
life membership card in token of the appre- 
ciation of the club for his vears of service. 

Following the installation and = dinner, 
there was dancing for the members and 
their friends. More than 50 attendance 
prizes, gifts of local stores, were presented 
to holders of lucky numbers during  inter- 
missions im dancing. \ highlight of the 
evening was the chalk talk demonstration 
of June Goldsborough, St. Louis artist, who 
did chalk impressions of Armand Raining, 
ot Boyd's, Otto Lasche, and other display- 
men present. Miss Goldsborough recently 
had a page in color in a St. Louis Sunday 
paper titled the “Unsung” and gave her 
impressions of displaymen at work. 

Club members are looking forward to 
next month's meeting, which will be held 
at the Laclede Gas Light Company under 
the sponsorship of Edward Lamprich, dis- 
play director for the utility 


"Dimensional Walls’ 


Used For Display 

\ new type of display paper called “Di- 
mensional Walls” has been introduced by 
Karman, Inc., and is being distributed by 
Northeastern Wallpaper Corporation, 2164 
Washington street, Boston. The geometric 
block design of the pattern is dramatic 
enough in appearance to make unneces- 
sary auxiliary background display treat- 


| ment, it is said. Conceived for visual sim- 


plicity, “Dimensional Walls” display paper 
has the quality of apparently increasing or 
decreasing the size of poorly proportioned 
windows. Several patterns are available, 
in a variety of colors. 


| C. M. Shrider Wins 


Northcool Contest 

First prize of $200 in the “Northcool” dis- 
play contest sponsored by A. Sagner’s Son., 
Baltimore, was won by C. M. Shrider, A. E. 
Starr Company, Zanesville, Ohio. Second 


prize, $100, went to I. E. Hamburger, Balti- 


more, and the third award of $50 was won 
by Sisson Brothers Weldon Company, Bing- 


hampton, N. Y 
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.. brings to mind thoughts of white snow cling- 
ing tenderly to frosted window panes—glittering 
evergreens bowed under their wintery burden— 
sleigh bells softly tinkling, their melody carried 
far in the sharp, invigorating air. Yes—a White 
Christmas is assured when SNOWTONE sets 
off your holiday gift suggestions. A deft touch 
of wintery feeling, creating a genuine Yuletide 
atmosphere while emphasizing the merchandise 
displayed. 

A — a of designs are avattanne at eyees jobbers. 


LOOK a gt wes 


oy Te de cvaree OE. vneersgar bs ae 


aot bis WE STopath: supeey, yewrone Mey. ' 





‘oJ 








From the 


HIGH SIERRAS 


GIANT PINE CONES 
Size 7'' to 10" 
Natural 
$15 per 100 
Painted any color — $35 per 100 


Painted and Highlighted with 
Diamond Dust — $45 per 100 


VAUSE CREATIONS 


75 and 77 Market Street 


Venice 
GC ALtIF OR NIA 








Christmas 


are in short supply! 
Ihy take chances? 


GUARANTEED 
DELIVERY 


on orders placed now. 


10.25 Gross 

2/4 INCH ... 10.50 Gross 

25% INCH ... 13.50 Gross 

2% INCH ... 20.00 Gross 

discounts to jobbers 
COLORS: Cerise, Turquoise, Green, Silver 
Re Pink hartreuse, Gold, Violet, Blue 
MAIL ORDER TODAY 


Be Sure to Specify Quantities and Colors 
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ani oe f F rp ties Pi 
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CREATIVE DISPLAYS. 


MANUFACTURERS AND DISTRIBUTORS OF 
DISPLAYS, FIXTURES, DISPLAY MATERIALS 
200-202 NO. PEARL STREET, BALTIMORE 1, MD. 
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Dave Ostlund Resigns 
From Boston Store 


Dave Ostlund, well-known’ displayman 
who has been display director for The Bos- 
ton Store, Milwaukee, for a number of 
years has resigned his position effective 
September 15. He will take a short rest 
before making known his future plans. In 
the meantime, no successor has been ap- 
pointed to fill the vacancy. 

Ostlund has long been one of the main- 
stays of the Milwaukee Display Club, and 
has also participated in many local display 
recently before the 
merchandising instructors from the field 
corps of the Wisconsin State Board of Vo- 
cational and Adult Education at the Uni- 
versity of Wisconsin, Madison. 


activities. He spoke 





Display Corporation 
Adds Fraser 
Wallace 
Fraser Manutacturing Company in order to 
New York City sales staff of The 
Milwaukee 


Fraser has resigned trom the 


join. the 


Display Corporation, 


Display Impressions 
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Silvestri Presented 
With Watch By NADI 


A solid gold watch was presented to 
George Silvestri, former president of 
National Association of Display Industries, 
and head of Silvestri Art Mfg. Company 
Chicago, by the NADI in an_ informal 
ceremony at New York City recently. The 
presentation was made by Sylvan Freund, 
Decorative Plant, Inc., the new president 


Cramer To Join 
Hale Brothers 


Formerly with the display department of 
Stern's, New York City, David J. 
has resigned in order to join the Market 
street Hale Brothers, San Fran- 
cisco, as assistant to Fred Bjork; he will 
also have charge of interior display. 


Cramer 


store ot 





Park Now President 
Of Texas Club 

Ek. ©. Park, Monnig’s, Fort Worth, has 
been elected president of the Fort Worth- 
Dallas Association. He 
J. M. Fair, of the former city. 


Display succeeds 


( \ Ok, The 


By Tony Sendoykas 











— What is the competition planning fo> Christmas? — 





has 
orth- 
“eeds 





For IMMEDIATE DELIVERY. 


Write in for free samples. 


Tortoise Shell, Python, Zebra, 
Wood, Pepper Plaid, Penn- 
sylvania Dutch, Candy Fan- 
tasy, Lace, Sports and many 
other dramatic effects. 
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MEN’S 
COAT FORM 
BASE 


Bleached Oak 
combined with 
sparkling Lucite 
andchrome. The 
most beautiful 
combination on 
the market. Will 
fit your present 
coat forms. 
Available for 
immediate ship- 
ment for fall 
season use. 


Each, $9.75 


COAT FORMS 
Each, $5.50 





No. 800 MA 


S. Sobel Display 
Fixture Company 


143 Grand Street, New York City 
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GARRISON-WAGNER 
Christmas Catalog 


READY FOR MAILING 
NOW! 


Big 96-Page Catalog of 
@ FLOWERS 
e CUTOUTS 
e PANELS 
e PAPERS 
e NOVELTIES 
e ORNAMENTS 
e FIXTURES 
for Christmas Displays 


72 PAGES OF COLOR 
ILLUSTRATIONS 


If you do not regularly receive our 
catalog, write for Catalog No. 206 


GARRISON-WAGNER CO. 


2018 Washington Ave., St. Louis 3 
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Modern Store Fronts 


By E. A. LUNDBERG* 
Director of Architectural Design 
Pittsburgh Plate Glass Company, Pittsburgh 


ANY of us are so busy attending to 
| business these days that we neglect 


take stock of 


changes are 


time out to 
what 


to take 


ourselves and to. see 


taking place. For instances, few of us 
realized several years ago when we _ pur- 


chased an automobile that if we kept it for 
a few would out-last the 
body. And yet it is true as we all well 
know now. Nor did we believe that glass 
would be manufactured which, when broken, 


vears, the motor 


would not cut. Nor that cloth materials 
would be made that would not burn. Nor 
that we could see at night without visible 


light. And a host of other things. 

Have our stores kept pace with this mov- 
ing world? Our trends certainly 
change so it is common 
that themselves 
These only should occur for 
the exterior, but the interior, the display 
fixtures, the lighting, and all the other re- 
lated parts which go together to make this 


buying 
sense 
should. 


only good 
tells us our stores 


changes not 


selling machine of ours today. 
mindful that you are 
modern merchandising and its methods and 
better than I. 
your stores designed to do this selling suc- 
Any modern store with any type 
design is not sufficient to do 
just modern. A 
store to do good merchandising 


I am conscious of 


know it far However, are 
cesstully ? 
of modern 
the job because it’s 
successful 
must reflect not only the type of 
dise it sells but the quality and to 
whom it wishes to cater. 

We could go on at length in this 
regard but it is a problem that your archi- 
tect and designer, familiar with the problems 
ot merchandising, can best handle. Perhaps 
consideration of a few general problems in 
store design would be most 


merchan- 
also 


great 


contemporary 
appropriate. 
plate 
interior 
now. 


unob- 
views make ‘the prevail- 
Yes, and with it goes a 
few more problems. In the first place the 
front itself does not have too much 
in which to show radical changes because of 
limited area. It is the 


Large glass windows with 
structed 


ing trend 
space 


its usual interior 


which becomes the display, together with 
all the furnishings. 
Several years ago just a new. storefront 


did much to encourage customers to enter 
and to buy but now, with such clear vision 
inside, all must be well done. Because we 
have so much more to work with, consider- 
ably more is required properly to handle the 
problem. An artist remarked that it 
is “imagination which distinguishes an 
artist from a mechanic”. I believe that the 
same applied to 
stores with the reservation of changing it 
to controlled 
vivid at 


once 


philosophy can be good 


imagination. (Some became 
times I am told.) 

One of the problems with large display 
that of 


be annoying at times and especially if care 


quite 


windows 1s reflections. These can 


*Talk at the Store Modernization Show 
City 


New York 


1 


is not used in giving consideration to loca- 
tion. Tilting of display windows can do 
much to eliminate these reflections in some 
instances and in others it may make them 
worse. When tilting is done, the bottom of 
the window is usually tilted in so that the 
reflection is that of the street, rather than 
the brightly lighted store on the opposit. 
side. The best 
pastel shades inside the store for wall sur- 
faces and fixtures because they, when well 
lighted, will reduce these reflections of out- 
of-doors to a minimum. Other helps ar 
light colored floor coverings and dark side- 
walks. 

Color is another problem in present design 
unmade by its 


light 


procedure is tO use 


and stores can be made or 
use. Colors should be carefully selected so 
as to feature the merchandise displayed 
rather than divert attention. An interesting 
finding about color is that it is not a par- 
ticular which we find pleasing but 


rather their associations one with the other. 


color 


Just as plain surfaces combined with dec- 


oration and accents make for better com- 
positions. 

Lighting these colored surfaces and ma- 
terials is important 


can make them vivid or dull. 


because it 
A good rule 


extremely 


of thumb to remember in this respect is 
that cold light (like some fluorescent and 
daylight) goes well with cold color (such 


as blue) and warm light (such as _ filament 
and pink and gold) goes well with warm 
colors (such as yellow and red). 
For those who still have a love 
ditional design I might add that the think- 
ing among the architectural i 
general on commercial building is that it 
should be modern. From a survey which 
we made recently, over 90 per cent of the 
architects contacted that opinion. 
The result was much the reverse however, 
when it came to residential design. I men- 
tion this fact only to bring to your attention 
that a store of good modern design must 
make provision for the display of 
traditional merchandise as well as _ con- 
temporary. This can be done successfull) 
if proportions are pleasing and plain and 
if the merchandise is properly grouped. 
The design of the store, too, should allow 
flexible if 
need not be 


for tra- 


profession in 


voiced 


some 


for change and be possible so 
that a 
made so frequently. 

In conjunction with this flexibility, in the 
smaller stores, the off-center entrance can 
do much. It makes the store appear wider 
by its proportions alone in that one display 
window becomes more horizontal and_ 1t 
allows for at least two different types of 
display arrangements should such be desired. 

This off-center entrance type of design, 
too, provides for more freedom in plan and 
permits an method of 
buying. It allows for irregular and _ inter- 
esting plan arrangements to dramatize and 
make the merchandise more appealing, which 

[Continued on page 108] 
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DISPLAY WORLD 


HOW TO KNOW 


HAT do you think about when you 
receive your copy of a business 
paper that carries your advertisement? Are 
you reminded that you have an interest in 
every copy of that issue? Do you have to 
wonder, “Is ita good business investment?” 


—or do you know? 


When you bought the space, did you use 
an A.B.C. report giving all the facts you 
should have about the distribution of the 
publication? How many people evidenced 
reader interest by paying for their copies? 
Did they pay the full price? What premiums, 
if any, were used as circulation inducements? 
How many get the publication free? Did 
you see an occupational or business break- 


down of the circulation telling you how 


what happens to your advertising 


many are really prospects for your merchan- 
dise? How many subscriptions are in ar- 
rears? Whai is the renewal percentage? 


Where does the circulation go? 


The answers to all these questions and 
more are given in the reports issued by the 
Audit Bureau of Circulations. A.B.C. re- 
ports are based on actual audits of publish- 
ers’ records made by the Bureau’s experi- 
enced circulation auditors. Always make 
A.B.C. reports your starting point in buying 
space. You know what happens to your ad- 


vertising when you use A.B.C. reports. 


This paper is a member of the Audit 
Bureau of Circulations. Ask us for a copy 


of our A.B.C. report and then study it. 












4 SEND THE RIGHT MESSAGE TO THE RIGHT PEOPLE 


Paid subscriptions and renewals, as defined by A.B.C, 
standards, indicate a reader audience that has 
responded to a publication’s editorial appeal. With 
the interests of readers thus identified, it becomes 
possible to reach specialized groups effectively with 
specialized advertising appeals. 
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CINCINNATI 





ABC = AUDIT BUREAU OF CIRCULATIONS = Facts as the Basic Yardstick of Advertising Value 
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FOR DRAMATIC DISPLAYS 


Cropicraft 
WOVEN-WOOD SCREENS 


Tropicraft) sereens are now available to help you 
achieve more attractive, more distinetive displays 
These fluid flexible sereens are easily arranged = by 
one person 

Standard stock size in all colors 


6" x . each $28.50 F.O.B. San Francisco 


Send us your requirements now for promt delivery 


PREPILRATT 


S35 SUTTER STREET, SAN FRANCISCO, CALIFORNIA 





6 
SIDE VIEW % 


“Papier Mache” Men’s, Women’s, and Chil- 
dren’s Forms made by hand by experienced 
Mannequin Manufacturers. Finished in 
Papier Mache or Mannequin composition. 
Price list and description sent on request. 


NATIONAL ART STUDIO 


306-308 South Market Street Chicago 6, III. 
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The Manly Alphabets 


By STANLEY X. MCMAHON 


SEPTEMBER, “0947 





Illustrations For Advertising, Chicago 


O SAY that men do not like light face 

letters is an untruth. To say that men 

do not appreciate elegance and beauty 
is, of course, also a fallacy. Undoubtedly 
some of the greatest lovers of beauty in 
history, at least those so recorded on paper. 
the musical clef or canvas have been of the 
masculine variety—and yet when it comes 
to such an act as buying their own clothes 
or other merchandise, it has been pretty 
well proven that men are more influenced 
by the rugged type of illustration and letter- 
ing. 

Just exactly what clicks in a man’s mind 
at the point of decision, when buying this 
article or that, we do not know, and _ yet 
there is something about the manly, bold- 
face letter that must appeal to his inherent 
strength and sense of stability, as the pro- 
verbial master of the household. From time 
immemorial, ever since he drove the sabre- 
toothed tiger from the door of his cave, he 
has felt a sense of pride in being the pro- 
tector of his home and has coveted the re- 
spect of his fellow home guards. He has 
learned to frown upon any feminine act or 
dress among his own sex—and any sugges- 
tion that he is not every inch a man. 

So perhaps, we have reached a point. A 
man likes to feel (who invented padded 
shoulders?) that he is strong and masterful. 
\ feminine type of illustration and lettering 
might inadvertently suggest to him that the 
advertiser does not appreciate to whom he 
is talking. If there is anything a real man 
abhors it 1s a suggestion that he is not just 
that, and lettering, unconsciously, can do 
that very thing! 

Lettering can be made to appeal to the 
working man; to the man about town; to 
the ordinary white collar business) man. 
Phe stvles ot lettering we use on oul 
show cards depend considerably upon the 
class of trade we are catering ‘to. The 
Fifth avenue type shops can (and do) some- 
times use a lighter face style of lettering 
than the average small or medium. sized 
men’s shop or department store. In this 
case the management is attempting to 
appeal to a more fashion-wise, perhaps more 
dignified, and yet carefree individual whose 
softer life does not continually remind him 
of the strong, rugged personality he = is 
supposed to represent. In the case of the 
highly exclusive shop, then, the mood of 
manliness is often combined with that. of 
dignity, exclusiveness or conservatism. 

Whether we inscribe our show cards in 
light or bold face will not, at best, affect 
our overall sale more than a very small 
percent, but that minute portion of a 
hundred may reach quite a figure over a 
period of time. It may mean the difference 
between that tiny infinitesimal thread some 
times drawn between success and = medi- 
rity, especially in this day of throttled 
costs and competitive advertising 

Let us concentrate, then, on bringing in 


that one man in 10 or 20 who turns away 
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—Shown above are eight types of lettering, 

designed to appeal to the masculine shopper. 

McMahon believes that deft selection of a 

suitable letter counts for a great deal in 
guiding customer response— 


and says, “Hm-m-m, looks like a= dress 


shop.” 

Let us remember this one fact: Men lik 
things that are feminine, but not in regar 
to themselves. Let us show them that w 
respect the man of the house! 
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Winners Announced 
In Contest 


Prize winners in each of four separate 
classifications have been announced — by 
Hart. Schaffner & Marx for the display 

test. sponsored some time ago by the 

rn In Class 1, Theodore Baggelmann, 


Hesseman, Ine., Sacramento, won first 


wa ot $100; similar awards in. other 


population groups went to Robert J. Wid- 
mer, Olsen & Veerhusen, Madison, Wis.: 


George A. Blight, David Heller Company, 
Concord, N. H., and J. W. Bond, Dad & 
Lad's. Inec., Denison, Texas. 


Second prizes were won by R. F. Bates. 


B. Rk. Baker Company, Cleveland; Cecil 
Bolton, Rutland’s, Orlando, Fla.; C. M. 
Shrider, A. E. Starr Company, Zanesville, 
and Peter Kazlof, Friedman's Clothes 
Shop, West Allis, Wis. 

Third places went to Clement Kieffer, Jr., 
e Kleinhans Company, Buffalo; Ray T. 
Wallick, Griffith-Smith Company, York, Pa.: 
Keith Skidmore, Easton's for Men, Bakers- 


Calif.,and Dale J. Rosencrance, Hiler’s 
Clothing Store, Ionia, Mich. 

Contest judges were W. L. Stensgaard, 
Mrs. Ruth Wade Ray, and Tony Palazzo. 


"Introduction To Advertising" 
ls Title Of New Book 


Display is mentioned only briefly, and 
then almost entirely from a national adver- 
tiser standpoint, in a new book entitled 
ntroduction to Advertising,” by Arthur 
Judson Brewster, Herbert Hall Palmer and 
Robert G. Ingraham; all the authors are 
nnected with various schools as market- 
ng or advertising instructors. 

For those interested in a general back- 
ground dealing with advertising from the 
gles of layout, copy-writing, mechanics 

lved, and selection of media, the book 

i most helpful text. It is published by 
MeGraw-Hill Book Company, Inc., 330 West 
42nd street, New York City 18, at $3.20. 


\ 


Embry Joins Globe, 

Los Angeles 

John Embry, Jr., has been added to the 

Fillmore Lash, display director for 

(Globe Department Store, Los Angeles, 
the art department. Embry was formerly 

issociated with the Westerfield & Embry 

\rt & Advertising Service. 


Vitronet'' Introduced 
By Radiant Glass 


Newest product in the glass fibre line of 


int Glass Fibers Company, New York 
is a material called “Vitronet”, a 
of netting which is said to have 
mer sheerness, unusual strength, and 
ent texture and draping qualities 
hreproof, 








Don’t forget—send in your news 
items about all happenings in the 
display field: births, deaths, marriages, 

anges of position, anything pertain- 
ing to display or displaymen anywhere. 





=e 


SNOW 


the NADI show in Chicago. 


displays. 


ATTENTION! 


PROMPT SHIPPING 
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KRYSTALITE 


KRYSTALITE PLASTIC DISPLAYS 





KRYSTALITE SNOWMAN 


No. 1575 Full Round Dimensional. Size: 6° 
x 5” x 3”. Trimmed with Cap, Red Nose, Green 
Buttons, Red Gloves and Charcoal Black Eves. 
Sturdy Base. Authentic in every detail. Packed 6 
Snowmen to a shipping carton. Price, ea., 





FEATHERWEIGHT XMAS TREE 


No. 1505 Size: 18” x 10” x 4”. White tree, 
trimmed with green or red contrasting metallic 
jewels and sparkling silver foil garland. Green 
Plastic Coil Trunk. White base 4” x 4” x 2” 
thick. Fully dimensional. Each tree individually 
boxed. Price $3. 


ORDER NOW! 





WHITE — FEATHER LIGHT — WASHABLE — UNBREAKASBLE 


These absolutely new and novel Krystalite Displays were enthusiastically received at 
Their pure white sparkle. feather weight and sturdy con- 
struction make them excellent numbers for Fall and Xmas. They are “naturals” for 
fur and winter scene displays, eye-level windows, jewelry stores, showcase and interior 
The white translucent character of Krystalite is especially suitable for use 
with spot-lighting from behind for astonishingly beautiful and novel effects 





Electrically Illuminated 
KRYSTALITE STAR 


No. 1520 Size: 10° x 10” x 2” thick. Complete 
with colored lamp, electric cord and lamp holder 
Star lights up. Colored light diffuses through 
center and all five points of star. Choice of 
lamp colors determines effect created. Lamp 
colors, White and Amber. Boxed 3 to a ship- 
ping carton. Price, complete, each $2.00 





FABRI-GLASS SNOW FLAKES 
No. 1535-25 Snow Flakes to the set. Each set 
packed individually. Sizes from 10” x 10” to 
$'." x 455” overall. Set contains 5 Snow Flakes 


each of 5 different designs. Can be easily applied 
to any glass surface by merely moistening surface 
with damp cloth or sponge then gently press 
Snow Flake to surface. Removes easily with a 
knife blade. In White, Blue or Green. Per set 


of 25 Snow Flakes, each set individually packed 


OTHER KRYSTALITE DISPLAY ITEMS 
Rustic Display Frame 32” x 26”; Rustie Picket 
Fence 32” x 30°; Ulluminated Christmas Bell 
16” x 10” x 2”. Write for Photo and Prices. 


DISPLAY DEALERS Write for our dealer proposition on this line 


GLO- BRITE PRODUCTS, INC. 


6415 N. California Ave., Chicago 45, Ill. 














86 DISPLAY WORLD SEPTEMBER, 1947 Sf 


Southern California Club W 
Guest Of Brewery Fe 


Members of the Southern California |)is- 
play Club, Los Angeles, were guests of the 
Acme Brewing Company the evening of 


Orchids 


- | | i 
vs Roses August 29. H 

WU The organization has announced a [ree 
.* | employment service for employers and (is- \ 


play personnel, and will act as an_ inter- 


mediary through the secretary-treasurer’s 
office at 950 Roosevelt building, i P7; West 


Seventh street, Los Angeles 14. 


Tulips 


- I 











Crown-Mark's Booklet b 
Roses for charm. | Now Available 
Orchids for | “Display Trends,” new tall and winte: ; 











elegance. | edition of Crown-Mark display papers, can 
Tulips for be had by writing Crown-Mark Paper Cor- 
refreshing | poration, 155 East 44th street, New York ™ 
simplicity. City. * 
oe The booklet gives a complete description, . 
Cylando (plastic) ~ As near real flowers as an echo...they have even deceived prices and color combinations of display 
. sturdy, washable, florists! Add prestige to any item tied in with them. papers, including the new extra-wide seam- 
in a variety of colors on less, “Metaloid” leatherettes, velour seam- U1 
flexible green stems. Ideal for "3 sless, “Crush-Grain” leatherettes, and both mi 
showcase displays, packaging, plain and embossed foils. ne 
windows. : = ——— Lt 
Roses and tulips, $6.00 doz. Orchids $18.00 doz. Rotan Joins Cappel : 
Tiny orchid, 2" across for gift wrapping or display, with bow Disol Staff n 
and pin (not shown) $6.00 doz. spicy 1G ; : si 
Jack Rotan, formerly with General Dis- al 
All prices subject to quantity discounts. play Corporation, Cincinnati, has joined the ul 
Territories open to jobbers and representatives. selling staff of Cappel Display Company, of D 
the same city. Rotan will travel the states S| 
e of Ohio, Indiana, Kentucky, West Virginia 
Norton Centerpieces, Inc. and Virginia. The Cappel Display Company t] 
has moved to new and larger quarters at 
N19 W. 26TH SY. new teak Sry 338 West Fourth street, where a modern 
showroom has been installed. ay 


GDS) 













New Display Firm 
For Chicago H 


Three girls, all formerly with the display 






\\\ staff of Marshall Field & Co., have opened In 
| a new display house in Chicago at 431 
at | North Clark street under the name _ of ) 
<i | Workshop 431. Headed by Catherine gi 
O’Brien, Clara P. Wilson and Winifred It 
Seidel, the company will produce properties 
and special units. A 
TECHNICOLOR LEADS IN WIGS. ‘cna * ; cata eeeinaiileiacas 
. Le 
Introducing Technicolor Blond . . . a neutral tint Walton Heads Display 


For Peyton-Marcus 

W. N. Walton has resigned as display \ 
director for Rothschild’s, Oklahoma City, ; 
and has joined Peyton-Marcus, of the same 
city, in a similar capacity. 


re 


especially developed for motion pictures and now en- 


thusiastically accepted for display purposes. 


Color-in-Wigs is all-important for successful display pro 


motion. Therefore, we suggest that you plan your color 
im Stewart Transferred t] 


By The Fair i 
Albert J. Stewart has been transferred by I 

The Fair, Inc., from the display manager- 

ship of Green’s Department Stores Orange, 

Texas, to The Fair Store at Lake Charles, tit 

Louisiana. 


heme and let us make the wigs in your specified colors 


. at slight additional cost. 


{dvantages of Interchangeable W igs 


will be featured here next month. 


Hooton Returns c. 
To Display Field 

C. H. Hooton, Jr. has joined the sales 
staff of Everetts-Fredericksen-Soper Com- 


Ask your display distributor 


or saline egal EMIL CORSILLO, Inc. 


turer... or write direct to 


iF) . 7, ui. 7] / * jp. ss - 
Lhesty ners of Pine Hat FKreces | pany. Inc.. Kansas ( Prior lutv in 
Corsilie’ter thie teineat ” pany, Inc., ansas ity. rior to dut l 
. : f ot ty Woo. the army, Hooton held a similar position 
e nearest supplier. with the Earl W. Gasthoff Company, Dan- 
ville, TI. 
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Woelky Sales Manager 
For Bulkley, Dunton 











































































S- he appointment of Connie Woelky as x 
rt the sales manager of Bulkley, Dunton’s Dis- 
ig of Paper Division has been announced by oo << 
Harvey A. Brownell, vice-president. Che |} _ nee eT 
. 2 » = aaa ieee ee 
ree company is located at 295 Madison avenue, | SSS nee 
VE , < — ee 
lIS- New York City. — ee 
—_—_—_—_—_—_—— 
iter , : . . . eens __ 
= \ctive for over 20 years in the display ene =— 
ms ; , : - “aan Sy 
|, Woelky brings a great wealth of prac — ——— 
S . ° sat pr a -_-_ 
: il experience to his new position He], >= = 
: : me , ; —— ———— 
started his career in 1925 in Milwaukee with — 
Schuster, Inc. and the Boston Store | = ——— 
4 _ . peices at NIN —_—_—_—__—_ 
both department stores, and The Granda) == —— 
7 e >= penance Arc —_—— 
ies’ specialty store. In 1935 he entered | SS ar ? ———ST- 
- chain store field with J. C. Penney Corn? SEE Just in time for Xmas dis =—_—_—=—_—— 
TILE ° ° " rea ac SY 
pal é 1, as spli anager <uaihasesaepaemessmeres ° —— 
ca | ; Milwauk e, a display manager ot plays. Pliable cardboard ————— 
Com t company’s first large department store, ——— a 
or- F A : ° —_—_— e is ‘a Ls 
York and the following year was transferred 100 = laminated with foil on ——— 
New York City and put in charge of a dis- ee ____==—={ 
F m — ee bd —— 
+ service for more than 1,600 company es both sides. Can be used — 
t10n i —_ ee 
Z stores throughout the country. ————— ————— 
splay nn mee Sees , — a thousand and one ways. SS 
eam- In 1938 he was invited by the Shite) === —= 
Le 
- 2 Ps o . . © , LL . LL 
eam- Ligar chain to take charge of the compan) s Sree For making of bows, ———— 
both merchandise presentation, including — the ——— —__—_ 
: K 4 - ara Ue ee e ie 
newly created men’s furnishings division —— around edges of windows —————— 
In this capacity he initiated and supervised > SS ——~—=! 
all displays, point-of-sale fixtures, andothr |) == or panels, scrolls, looping ———— 
- —_—_—— LT 
merchandising aids, heading up a depart-- |) —__==== — 
n dike age ges, — or fan : ——== 
ment with a staff of 50, including a sicn 0) [SS y edges In Blue, Pree 
. . | ———— —_—_—_————— 
ic. snd carpe ris ‘r Se . Tr O4( —_—=———— . ————— 
Di and carpenter hop. From September, 1. SS gold, green, silver, red. —— 
the until he became associated with Bulkley.) == —— 
= a ‘ ° . > uVV_===_anae""——— —_ 
vy. of Dunton & Co., he was with the A. S. Beck SS a” OES ccs $2.25 a 
SS —— 
ates Shoe Company. —<—— 4" 75 ne 
. ———— LL 
nla Woelky’s long and varied experience in =—_— x 75°... $3.25 oo 
any i, Ei, Cote gn Carre dco) >>>: ————— 
the di play field and hi thot sugh knowledge | 6" = 78°... $6.28 
Pes t the display executive s problems will — (aaa 
lern enable Bulkley, Dunton to further boa) ===> ——— 
and improve their services to the display |) ===>: ————— 
1d —— ‘ =_—_— 
e. —S=_S_— Order today for im- = 
= a 
See ———— 
nee i ‘ =e 
———S__ mediate shipment. ——_S 
. pT e—CoCoCo_—_ 
Hats Literally Stand Out ea SS 
Dia ° —_—_—_—_—_ a 
sia In New Display a ——— 
> my e ee* Y ————— LS 
431 rhe Adam slogan of hats “in the Nw SSS —— 
of York manner” is dramatized in the bck- [=== a 
. - —— ———— 
rine grounds for heads-and-hats that stand out | ——— — 
red in startling relief through a special puh d= 
ties ut construction in two new displays in the 
\dam series designed and executed by D 
; -- ; “t © you hav 
Kinson-Freeman Co., Inc., lithographers of ol Y al F, | nnd Wi of our — 
Long Island City. A - niarged Fall an inter Catalog? 
While the heads are literally stand-outs INC 
° : é aa - 
a against backdrops that depict two familiar 123 E. BALTIMORE AVE. 
is New York scenes—a vista of Park avenue LANSDOWNE, PA. 
a and a football game at Baker Field, Co- 
lumbia university — they achieve even 
S| irper focus through the realistic three- 
dimensional renditions of the men wearing 
the hats. The hats themselves, sculptural * tum f 
in quality, have “real” brims and crowns OS es O 
by in lithographed cardboard. 
\ gral] 2) z 
er- hese latest Einson-Freeman displays for ester ay 
ge, \dam bring the total up to four in a con- R hent; 
les, tinuing campaign now run in 2,500 Adam ent authentic costumes 
res, but slated soon for 8,000. from 
—— Moves 76 Rogers St., Branford, Conn. 
lo o Larger Site °F 
les g . | Write for 10-page circular 
m- awnfield Decorations has moved _ to | and please state period of 
In Georgetown, Conn., where the firm has pur- | photos desired. 
n ised ¢ arger factor The ec anv’s .| ; 
oO e¢ 2 | ar'§ er tactory. Phe company s ,| Shears Anniversary Win 
in- w York City showroom is located at 200 dow, Evansville, Indiana 
st 72nd street. 



















INFORMATIVE SIGNS @ FOR BULLETIN BOARDS 


ee © FOR WINDOW DISPLAYS @ FOR 


Joy me cohol, Me euece be Melba yoked Se 2ick, baa | 


MAITTEN'S 
DISPLAY 


SERVING SANTA 


*awa® 


f fy 





224 5th Avenue °* 


make every sales story 


EASY TO READ! 


MITTEN’S LETTERS — Inexpensive! Easy to use! 
Third dimensional— dramatic! White perfection! 
Pin back, Sanded back and track letters in 14 styles. 
Also gay borders and Mitten Illustro Figures. 


Write for name of nearest dealer 


Redlands, California 


@ SNNIW UVa-NIVA YO4 
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For Display 
it's 
Ev-Ready 


Write for details 


EV-READY 


195 CANAL ST. 
uM. UY. 6G, 


13 
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Plastic Fixtures Display 
Belts And Suspenders 


Two display stands of crystal-clear, 
shatter-resistant plastic will carry the name 
“Paris” in men’s stores from coast to coast. 
in which acrylic plastic 
combine simple beauty 
full ad- 


The display stands, 
is used exclusively, 
with 


Vantage 


design to take 


formability 


functional 
of the 
“Plexiglas.” 


Uprights of both stands are single long 
strips of plastic with sharp but graceful 
bends, executed under heat and pressure. 


Edges of bases and uprights are bevelled at 
45 degrees to give a jewel-like, 
play of light. The trade on the 
engraved in and 
natural light the 
the plastic. 

Invisible 


prismatic 
name cross- 


bar is reverse reflects 


entering through 
uprights to the 
place by simple 
“Buttons” to hold 
“Plexiglas” 
which has been 


cement joins the 
Belts are held in 
the uprights. 


suspenders consist of 


base. 
routs in 
the 
pegs in 


four 


a section of the base 


cut out from the rear and turned upward. 

The fixtures were fabricated by Emerson 
Plastics Corporation, 202 East 38th street, 
New York City. 


Displayman Given Medal 
By Goodyear 
William E. 


Bruney, of the store planning 


and display department of Goodyear Tire 
& Rubber Company, Akron, has been 
awarded the P. W. and Florence B. Litch- 
field medal presented annually by the com- 
pany tor the best suggestion of the year. 


The 


award 


was made by P. W. Litchfield, 

chairman ot the board, in the Goodyear 
theatre with 1,700 employes present. 

Bruney received the medal—and $1,500- 


*“(Good- 


the 
which 


designing and developing 


)- Matic” 


for 


vear-( battery charger, com- 


’ os a a es 


ee 


—This unit was created for Swansdown by Blue River Plastics Mtg. Corporation, 
City, and has been distributed to retail outlets throughout the country. 


ments are produced on Swansdown, the firm sends reprints to be inserted within the holder, 


which is of plastic with a cardboard backing. 


and brilliance of 


edges ot 





so it will not rub off — 
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S! 

bines in one mobile unit the features 
many other battery charging units, in addi- 
tion to incorporating many new features 
previously not available in such devices. 

Bruney is assistant on store planning 
activities to Vernon H. Jones, manager 
the store planning and merchandising lab 
oratories. 
Millinery Bureau 
Sponsors Contest 

Millinery Fashion Bureau, 19 West 44th 
street, New York City 18, has announced a 
national display contest to promote Retail 
Millinery Week during October 20-25. A 
first prize of $100 will be awarded, followed 
by one of $50 and two of $25 each. 

All retail stores and shops are eligibk 
Display windows must appear either during 
the week of October 13 or during th 
actual period of Retail Millinery Week. A 
card mentioning the official week is sug- 
gested, but 1s not a requirement. 

Entries are made by sending a_ glossy 
photograph of the window to the address 
given above, accompanied by the name ot 
the display manager, the store, city and 
date the display was on view. Entries must i 





than October 31. The 
judges will be = an- 


be mailed in not later 
the 
nounced later. 


names of contest 


Eastham Recovering 
After Operations 


Harry Eastham, display director tor Bur- 
dine’s, Miami, has returned to that. city es 
after an absence of several months during 
which he went through several eye opera- , 
tions. It will be several weeks before he 
will be able to rturn to active duty. He is 


doing a lot of boating and fishing whil 


regaining his strength. 





New York 


As new advertise- 





Copy on the plastic is printed from the inside 
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Natt Leuy Leads the TRANSPARENT 
Display Yield on Prices! VELVET...° | wee 


Subject to Prior Sale 


WATCH OUR ADS FOR SAVINGS 


39/40 Inch Rayon Transparent Velvet, “The 
Regal Cloth,” available in the following colors: 


Xmas Red Tropic Orange 
JEWEL CLOTH ie i ea 


36 INCHES WIDE Steel Gray Rouille Rust 
White Gaety Gold 


Black Sapphire 


O5 Dusty Pink Cardinal 
¢ Cerise Aviator Blue 
yard 54" D U Vv E TY N E Aquabelle Carmen Rose 


Redwine 











NEW FRESH STOCK only 1 This is the first time since the war that such a wide range 
Sil Onl o¢ has been offered at this price. 
liver nly YARD 


In these seasonable colors: 




















Your Xmas Red Steel Gray 


Xmas Green Yellow 


. Royal Blue Black “= , BALTIMORE SHOWROOMS — 
Display $ $ 7 un NATT LEVY DISPLAYS 
wo Much ORDER TODAY 5 South Hanover Street 


by letter or wire! RICHMOND S 
PROMPT DELIVERY! ne 


Further Here ‘Unrated acroasie ‘EVERYTHING Natt Levy Display Supplies of Va., Inc. 
shipped C.O.D.) FOR DISPLAY” 523 East Grace Street 




















TIMBERTONE PECKY CYPRESS SQUARES On MASONITE 
They’re New! They're Needed! 


The impressive beauty of dignified 
TIMBERTONE Pecky Cypress de- 
sign ...now available for a lifetime 
of effective display uses ... on 
durable hard board. 


THREE POPULAR COLORS! 


No. 1401-T Whitewashed 


No. 1402-T Ice Green 
No. 1403-T Natural Brown 


PRICES 


74" x 7/2” Squares... .$3.50 doz. 
10” x 10” Squares.... 4.25 doz. 


SEE THEM AT YOUR JOBBERS 


TOWSON 


DECORATIVE ‘CO., INC. 











15 W. 24TH STREET, NEW YORK 10, N. Y. 
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HANSEN y, 
TACKERS 


e Rapid-fire 

e@ Economical 

e Light-weight 

@ Positive action 

@ Precision tacking 





























Improve Your 
Window Displays 
by using 
HANSEN TACKERS 


1 Extra Neatness. Bulky display material or flimsy crepe paper is 
secured with Hansen Tackers in a neat and workmanlike manner. 
Slender staples hold firmly, yet neatly. 


2 Extra Speed. Easy, rapid-fire work. Tacker holds up to 140 staples 
per loading. Hansen Vest Kit supplies staples as near as the vest 
pocket. 


3 Extra Accuracy. Every staple exactly where you want it. Hold 
materials with one hand — drive with the other. Wide variety of 
Tacker models and staples sizes. 


SLUER w A.L.HANSEN MFG. CO. 





5041 RAVENSWOOD AveE.. CHICAGO 40 ILL. 











MODERN STORE DESIGN AND 
DISPLAY FIXTURES REQUIRE A WIDE 
VARIETY OF VENEER AND PLYWOOD 


. . » Regardless of Your Needs 


AETNA CAN SUPPLY YOU PROMPTLY 


Whether your requirements are large or small, take advantage 
of our tremendous warehouse stocks and mill supply facilities. 


AETNA PLYWOOD G&G VENEER COMPANY 
1741 ELSTON AVENUE, CHICAGO 22, ILLINOIS 
Telephone ARMitage 7100 Teletype CG 305 


FOR LATEST TELEPLY TICKER PRICE LIST — MAIL THIS COUPON 


AETNA PLYWOOD & VENEER CO., 1741 Elston Ave., Chicago 22, Ill. 


Please send free, latest copy of Teleply Ticker Price List giving inventory of veneer and 
plywood you have on hand. 


NAME 
ADDRESS 
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CHICAGO DISPLAY SCENE 
[Continued from page 49] 
with the lettering done in a repeat of t 
green of the velvet. 

Reed Schlademan, display director at Th: 
Fair, used a most unusual setting in one 
window along State street. This display 
featured the “Fiesta Wine” tone in acc 


| sories, and the color was shown for hand- 
| bags, hats, shoes, and gloves, with gay 


scarfs in other hues for contrast. As a 


| background for this merchandise, Schlade- 


man covered the floor of the window with 
cork chips piled) in irregular mounds 
Wooden shipping crates and barrels were 
tossed in as though carelessly or bedded in 
the cork chips. Big glass jugs in a shade 
to match the accessories suggested wine 
containers and trailing branches of grape 
leaves with bunches of grapes completed the 
wine suggestion. As a subtle touch a game 
of tic-tac-toe was marked off in the dust 


; on one of the large bottles. The legend 
| card was the cover to one of the shipping 
| crates and the copy read: “Fall's fabulous 


new shade Fiesta Wine in delectable ac- 


cessories to highlight your important cos- 


tumes.” 

In the center group of windows along 
State street at The Fair, Schlademan used 
clever stylized schoolhouses and trees as a 


| background for campus togs. The copy 





sheet read, “It all adds up! Sportswear 
that scores high in every campus caper” 
The mannequins wore typical campus sports- 
wear in slacks, sweaters and skirts, jackets, 
and the newer hooded coat. A large card 
in the corner of the window said, “Fashion 
conductors of The Fair’s Campus Fashion 
Station” and showed a photograph of those 
assisting in the campus section surrounded 
by their autographs. 

Setting up a preview of winter for an 
August coat sale, Marjorie Smith, display 
manager for Edgar A. Stevens in Evanston, 
used snow highlighted with green and blue 
sequin glitter. The sole prop for each of 
the windows in the series was an interest- 
ingly shaped tree made of natural branches 
covered with tissue paper. Icicles of cello- 
phane hung from the branches and_ bright 
hued cardinals and jays perched on_ the 
frosty tree limbs. The birds were made of 
colored tissue papers. Mannequins dressed 
in handsome winter coats were posed against 
the background, and green and blue lights 
were thrown over the display with a white 
spot on the merchandise itself. One of the 
fascinating things about this set-up was the 
shadow effect against the walls, creating 
part of the design interest. So effective 
was this group of coat displays that all the 
featured merchandise was sold within a 
very short time. 

Across the street in Evanston at Barnett’s 
Junior Vogue, Herbert Kay, display man- 
ager, used a large slate frame in white and 
a white school desk and chair to create 
classroom atmosphere for a display of two- 
piece dresses, blouses, and skirts for school 
wear. The legend sheet read “Bell ringers 
for the back to school crowd!” 


At Montgomery Ward, John T. Chord 
| used a minimum of props to create a class- 
room atmosphere for back-to-school  pro- 


motions. Walnut colored plank flooring 
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with a single desk or chair painted 


whit. served as background for mannequins 
wearing campus attire. The legend sheets 
vari d: “For classroom smartness”; “For 
classroom comfort”; “For classroom sharp- 
ness. each one a different story, with the 
emphasis placed on the merchandise. 





Staines And Bingham 
Visit Mexico 
Richard A. Staines, display director for 


the Vandever Dry Goods Company, Tulsa, 
ind Frank Bingham, sales representative in 
the Southwest territory for Schack’s, Inc., 
Chicago, returned recently from a visit to 


Mexico. They were accompanied by Staines’ 
son, Richard, Jr., who received his Bachelor 
ff Science degree a short time ago. 

\ letter from Staines reports: “We 
arrived on September 4th and were met at 
the airport by my brothers, sisters and 
other relatives, with a big band of mari- 
aches dressed as charros who delighted us 
with their singing and playing. That after- 
noon we went to the bull fight and saw a 
ereat corrida. On other days we went to 
Cuernavaca, Taxco and the Pyramids, and 
will go on to Xochimilco later.” 


Chicago Club Has Meeting, 

Golf Tournament 

Chicago Display Club members met on 
September 9 at the Triangle restaurant 
inder the chairmanship of Howard Oehler, 
play director for the Wieboldt Stores; 
umber of local radio personalities ap- 
ared on the program, in cooperation with 
the Community Fund committee. 


\ very large attendance was on hand for 
the annual golf tournament held on Sunday, 
September 14, at the Acacia Country Club 

h was taken over by the display organi- 
ition for that day. More than $1,000 worth 
rchandise prizes were distributed. 


Service Products Enters 
Point-Of-Sale Field 


Service Products Division ot Woodall 
Industries, Inc., 2035 South Calumet avenue, 
Chicago, has announced a new department 
levoted to a creative point-of-sale display 
service for national advertisers. Market 
research guides the company in making this 
move, it 1s said, with the need for more 
iggressive point-of-sale merchandising be- 
ming more apparent as the supply of 
consumer goods catches up with demand. 

lhe company, which operates six plants 

ighout the central part of the country, 
has appointed Louis O'Hare as head of the 
department. He has been identified 
vith the display industry for 28 years in 
luction, design and merchandising of 
iys. Service Products Division will 
specialize in quantity production of per- 
nt advertising signs and point-of-sale 
tising displays made of “Masonite,” 


boards, wood, metal, glass and 


Philadelphia Service 
Changes Location 


t 


Lance Display Service has moved 
915 Filbert street, Philadelphia, into 
nd larger quarters at 47 North Seventh 
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Charming, completely 
hand-made Mexican im- 
ports constructed of tin 
and glass, Can be easily 
wired for electricity or 
used with candles for 
many interesting display 
effects. Especially  suit- 
able for old fashioned 
Christmas settings. 


No. Ea. 
5198A—15” high . $6.80 
51°8B—17" high. . 9.25 
5198C—19" high. . 11.75 


x 


31 WEST 31ST STREET + NEW YORK 1, N.Y 
27 East Mcnroe St. (Werner Lewy, Repres.) CHICAGO, ILL 


IAN AUSTEN DISPLAY 











Brighten Up Your Store 


with our magnificent line of 


CHRISTMAS 
Display Papers 


We have ready for you now a varied line of new and original 
Christmas display papers. These sparkling papers are avail- 
able in many treatments, including patterns that are suitable 
for most Christmas decorative themes. 

Member 


eurienas assesses Case Papers, Velour Papers for Backgrounds and Floor- 
\iwer ra] ings and Backgrounds from 53" to 107" wide. 
} WRITE FOR SAMPLES 
Be ready for Christmas — 

— Order from your jobber now! 
3 
DINGLEMAN-WOLFF CO., Inc. 
112 W. 42ND STREET NEW YORK CITY 18 


Originators and Manufacturers of Distinctive Display Papers 























+ Abert’ HAT-STA 


Gives you 
@ PRECISION MECHANICAL , 
CONTROL of Hats on Display 



























e @ SWIVELS TO ANY ANGLE 
@ CREASE NEVER DISTURBED 
@ HATS PERFECTLY CENTERED e 
e FITS ANY STAND 
e @ ADJUSTABLE TO ANY HAT SIZE 
@ SAVES TIME AND LABOR 
e@ LIFETIME CONSTRUCTION 
as @ LOW COST 


Tkis is the new modern way to trim hats. 


& DISTRIBUTORS COAST TO COAST . 
OR WRITE 


o 
ALPERN’S 
@ '34 9TH ST. PITTSBURGH 22, PA. 
Designers — HAT-STA Manufacturers 













CUSTOM BUILT SIGNS 


Special trade-marks reproduced 
in various colored natural woods 





INTERIOR 
STORE SIGNS 


Dispray Crart 


9o3 LAKE DRIVE S.E. GRAND RAPIDS © MICH. 


WOOD 
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$660 Offered In Prizes 
For Letter Week Contest 

The Paper Stationery & Tablet Manufac- 
turers Association, Inc., 527 Fifth avenue, 
New York City 17, is offering a total of 
$660 in prizes for display windows 
judged the best in a contest to be held 
during October 12-18. Four groups will be 
awarded identical prizes, these being $100 
for first, $40 for second, and $25 for third; 
the groups are: department stores, station- 
ers, variety chain stores, and drug 
and other retailers not in the first three 
The ‘theme of the contest 
Links to Friendship.” 
available from. the 


cash 


stores 


classifications. 
is: “Letters are 
Complete details are 
association. 


Riley Reported Leaving 
Lord & Taylor Interior 
Reports are current in the field that John 
Robert 
interior display manager for Lord & Taylor, 
New York City, to be succeeded by 


Riley has resigned his position as 


Edgar 


Tallman, his first assistant. Riley is at 
present on vacation and nothing is known 


of lus future plans. 
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Display Companies 
Release Catalogue 


Display Production Centre, Inc., and 
Pioneer Display Fixture Company, Inc. 
both located at 35 West 36th street, New 
York City, have brought out a 32-pag, 
catalogue showing a wide variety of the 
products offered by each firm. The first 
half of the catalogue is devoted to fixtures. 
racks, heads, forms and_ displayers of 
various types. The remainder shows decor- 
atives and special units for fall and Christ- 
mas. Copies of the catalogue may be ob- 
tained from the address given above. 





Phil Goldberg Announces 
Arrival Of Son 

Phil and Eunice Goldberg announce. the 
arrival on September 2 of a son, who has 
named Michael Ned. 
president of Schack’s, Inc., Chicago, and jis 
already introducing the new 
son to the display business at an early age 
Michael Ned is the second child, the Gold- 
bergs having a daughter, Naney Jill, who is 
five vears old. 


been Goldberg is 


planning on 
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RIOR TO ORGANIZ- 
ING CHELIX, INC.,HE 
WAS ENGAGED AS A 
SHOE DESIGNER AND 
STYLIST IN A LARGE 
MANUFACTURING 
BUSINESS STARTED 
y BY HIS FATHER AND 
HIMSELF. HE LEFT 
THAT BUSINESS TO 
ENGAGE IN FREE 
LANCE DESIGN OF 
DISPLAYS. SERVED 
AS DESIGNER AND 
CONSULTANT TO 
SEVERAL LARGE 
FIRMS BEFORE START- 
ING CHELIX, INC. 






PRESIDENT, 


CHELIX INC., 
NEW YORK CITY 


[Ausensuc HAS AS 

AN ASSOCIATE FELIX 

DUNLAP, A YOUNG 
TEXAN ARTIST. 





TRADE PERSONALITIES wo 55 


(4 
ad When TIME PERMITS, HIS _. 
CHOICE HOBBIES ARE PAINT- 
ING LANDSCAPES, STILL LIFE, 
ETC., PHOTOGRAPHY, AND IS 
AN AVID COLLECTOR OF 
COINS AND TROPICAL FISH. 
FAVORITE RECREATION IS GOLF, 
FOLLOWED BY RIDING AND SWIMMING. 
























by Tony Brinker 
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Numerous Reservations 
For December Show | 


About 60 display firms have reserved 


exhilit space at the Hotel New Yorker for 
the 1 tormal display market week which is 
f eld in New York City December 8-12. 
Out-.{-town manufacturers make up the | 
wik of those reserving space, although | 
seve New York firms have also made | 


rrangements to show their spring lines in 
tel; most local companies will exhibit 


their own showrooms. Almost three en- | 
tire sors at the New Yorker have been 
est d at this time. ‘ 





Resident Displays Provides 
Ready-Made Settings 


Complete window settings, shipped out in 
knocked-down form and then installed by 
the store ordering them, are being provided 
by Resident Displays, 100 Charles street, 
New York City. Principals of the firm are 
Leo Sanderson and Ely Tarplin. Sanderson 
was formerly with Frank & Seder, Pitts- 


urg 





Bradley Takes Over 
At Milwaukee Store 
Succeeding Dave Ostlund, whose resig- | 
nation is reported elsewhere in this issue, | 
Clement Bradley is now display director | 
for The Boston Store, Milwaukee. Bradley 
was formerly in charge of fashion apparel, 
accessories and millinery display at Carson 
Pirie Scott & Co., Chicago, where his suc- 
essor has not yet been named. 


Union Company Promotes 
Karl Wise, William Davis 
For some years in charge of display at 
he Union Company, Columbus, Ohio, Karl 
Wise has been appointed publicity director, 
which position he will coordinate all 


iorms of store advertising. 
The position left vacant is being filled by 
William Davis, who had been first assistant. 





Pollard Injured | 
In Wreck 


\l Pollard, designer for Silvestri Art 
Mig. Company, Chicago, was badly injured 


+ 


recently in an automobile wreck at Santa 
Barbara, Calif., while on a Western trip for 
the firm, fracturing several neck vertebrae 
ind a knee-cap. He is recovering at his 
mn in St. Louis. 


It's A New Boy 
For Wiser 

ady the parents of a daughter, Egon 
and Mrs. Wiser became the parents 
mon August 16. He has been named 
Kdward. Wiser is display manager 
ine Bryant, Detroit. 


Indianapolis Club 

Holds Picnic 
Indianapolis Display Club spent Sun- 
ugust 17, at Forest park, Noblesville, 
n the second annual all-day picnic 
embers and their families Similar 
s are planned for the autumn 
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A Full Line of 
ARTIFICIAL and 
PRESERVED MATERIAL 


for 


FALL and CHRISTMAS 
See 


Fs € 


aS ’ f , 7% 


ARTIFICIAL 
DECORATIONS 


Di ai 
Aa * 





Please Send for Catalog 






NURSERY CO. 


217 GREENWICH STREET... NEW YORK CITY, 7 
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sete inxinc Léwe-O-Scrihe sign MACHINE 


Even distribution of ink—Dial controlled pressure—Correct spacing of any 
desired layout—Combinations of Script and other type can be used—Prints 
cuts, electros or Linoleum blocks—Most practical for one of a kind or 
duplications where high quality is desired. 
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Line-O-Scribe is made in various models to fill every need. All size stores 
use this machine. 


May we send you details? 


THE MORGAN CO., 3966 Avondale Ave., Chicago 41 






















“pypoR” CLIP 
( 


THE NEW ECONOMY PATENT PENDING) 


{ILLUSTRATED SAME SIZE 


Adds display value to shoes, chinaware, 
handbags, etc. Ideal for notion counters, 


glass partitions and display racks. 


PRICED TO FIT YOUR MOST EXACTING BUDGET 
BUILT TO SUIT YOUR MOST EXACTING NEEDS. 


Nickel or Oxidized Copper, 
$3.90 per gross. 
Chromium Finish, $4.10 per gross 


RUDOLF ORTHWINE CORP. 
516 West 34th St. New York 1, N.Y. 








SEPTEMBER, 1947 







Detroit Club Concentrates 
On Educational Meetings 

Meetings of the Detroit Display Club for 
the year coming up are to be educational! 
in character, having been planned as a 
course of study for the beginner in display 
and as a retresher course for the experi- 
enced displayman. 

Each meeting will be headed by an indj- 
vidual eminently capable of handling the 
subject assigned. Where possible, outside 
experts will be brought in to speak or givyg 
demonstrations. The various chairmen hays 
worked together to coordinate the sessions 
in order to avoid repetition and to cover as 
many phases of display as possible. 

The attendance at these meetings is not 
confined to club members; young people in 
display, students, and those in other fields 
are invited. 

The following is a complete list of the 
sessions and their subjects: 

September 4: “Display as a Profession”; 
opportunities in display; background and 
educational requirements for display per- 
sonnel; women in display; artists in dis- 
play.—Chairman, H. W. Weaver. 

October 2: “Fundamentals of Display”; 
its definition; its place in merchandising 
and its increasing importance; what the 
merchant expects of display.—Chairman, 
Tice Vicary. 

December 4: “Characteristics of — the 
Modern Window”; its basic purpose and 
basic requirements; consideration of win- 
dow types; chain store; specialty shop; 
department store; downtown, neighborhood, 
suburban.—Chairman, Al May. 

January 8: “Interior Display”; its part in 
the selling process; analysis of specific 
interiors and development of interior dis- 
plays; seasonal decorations; institutional 
promotions; fashion shows ; exhibits.—Chair- 
man, Robert Kenny. 

February: Exhibit of Academic and Com- 
mercial Display Art—Chairman, W. L 
Wardrip. 

March 4: “Showmanship in Display”; 
adaptation of the theatrical; stage; scenic; 
lighting; theatrical material and personnel 
in display; parades; spectaculars.—Chatr- 
man, O. A. Luke. 

\pril 1: “Color and Design”; funda- 
mentals of color and design; purposes to 
be achieved by the use of certain colors, 
certain designs; a study of the color wheel; 
color combinations; various designs and 
their adaptations to display use.—Chairman, 
Harry Holmes. 

May 6: “Display Supervision”; organiza- 
tion of a display department; the large 
institution; the small store; requirements 
of a display executive; buying material; 
supervising help; cooperating with merchan- 
dising personnel and management.—Chair- 


man, William Toll. 








Don’t forget — send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 
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BRIGHT DISPLAY 

{Continued from page 41] 
displayman to change his colors easily, or 
lamps for a still greater variety of effects. 


. : : r 
Principally, colored light pertorms two 
functions for the displayman; it attracts 


tf 
to mix the light from different colored ‘ 
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attention and creates atmosphere. When b}, shes A e8ay *e y 
* é ‘ ° . . ao ae 
colored light shines on similar pigments, it t fe re. ° EE ss 
: _ - r ie 2.?. =n" 
deepens and enriches the colors. Of course ” omer NOs: . eo. “\e 
‘ ° ° ae 4 : on ::: ees 4) 
it also has a distorting effect on some 5x Lie: a>.) tu 
colors, which limits its usefulness on mer- @) so saad co : ht 
chandise for which correct color determina- v! erecieiig : ¥ ead “w.\EEd ©. 0+ BEB ‘ota “2 yy SE ARS 
tion is an important factor in the sale, or \% + +i vs 
necessary for the customer's continued \ ease 5 
satisfaction with his purchase. ‘: SEITE \ 
In general, colored light is best used for - 
display backgrounds and in special areas \ ieee 
of the store, such as around the upper 5 
perimeter. When used to enhance the set- « 
ting of displayed merchandise, it exerts its S 


attraction power in pulling shoppers closer 
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and affords an effective contrast for dis- N 
playing merchandise to best advantage. 4 y 
Around the perimeter of the store—and 4 
even on the ceiling—tinted light can be a | Ny 
vital factor in establishing the over-all | XS 
atmosphere. Cool blues or warm reds and Ki x2 
vellows build subtle, subconscious impres- ( ie 
sions In Customers’ minds that make a store so 
favorably remembered as a pleasant place y aq 
» shop. By creating a feeling of greater (; Zn 
paciousness, perimeter lighting can stimu- Wi A 
late wider circulation for better utilization = ied 
space and increased number of visual TAN Lith RR) 
impressions. The atmosphere can be we erestesss: instane: as 
changed appreciably by simply switching Yay: taneous action when they 23: rs 
colors of the lamps as sales strategy My) add: this: incomparable; ::: <n 


seasons dictate, introducing welcome 
iriety at a minimum of expense and effort. 
Merchants everywhere have attested to 





brilliant and ‘sparkling =: -. 
material to their: window: °* 
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tact that planned store lighting pays. i displays, Our firm: is ee 3: GS 
r experience shows that the small in- ) ‘of the largest ianifac- ::: NY 
in operating expense, plus the cost y assceeasestesstesrsd beteeeescerercrereeerateet > 
ortizing the equipment, i quickly off sy turers of tinsel and tinsel SEE Gs 
hy increased sales at better profits. For % produets. We suggest you S33" Za 
fully planned lighting is a powerful BK) order. early ‘this: year to: ar 
force; an efficient, highly-productive \ assure: delivery:. vesees Khe 
lesman constantly at work, asking cus- A» SoS = Ze 
ers again and again to buy. LAY 3355323: = 
With his mastery of visual merchandising jay “J 
niques and appreciation of the vital es ze 
rvices a functional sales lighting installa RS JEWEL CLOTH . ay 
will perform for his store, the experi me comes in # 
ed displayman will play an increasingly aN 36" width, 60 yds..to a piece. A 
Important role in recommending and_ plan- Se Fl 


ng tailored store lighting installations of 
future. 


=) 


IM [ 


ie ' 
rant's, Syracuse, 
Names Swanson 
T. Grant & Co. opened its newest 
at Syracuse, N. Y., recently, with 
M Swanson as sales promotion manager; 
ided in his duties will be the supe1 
n of display. 
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AS Send for free catalog containing our full line of novel, tinsel display 
fabrics. We also carry loose tinsels, flitter, diamond dust, and crystal beads. 
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“LAMINATED 
RUBBERLITE 
GLAMOUR 


These 


LEGS 





Laminated Rubberlite 


Glamour legs are posed in the characteristic 


natural positior 


1] 


Especial] 
Mounted 


* Laminated Papier Mache covered with 


Rubberlite. 


Eliminates chipping and cracking. 


Lightweight; skinlike in appearance; easily 


of well formed 


harming in profile 


cular blonde mapl 


Per Pair . $19.75 








ind re ler 


- $19.75 


Per Pair 


washed with soap and water. 


Contact Your Jobber 


RUBBER PRODUCTS, INC. 


2066 Canalport Ave., Chicago 8, Ill. 





or write 


iegs 
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Prize Winners Announced 
In Catalina Contest 

Prizes consisting of $500 for first, $100 
for second, and $25 for third in each of 
three population classifications have been 
awarded by Catalina, Inc., Los Angeles, in 
connection with the national display contest 
sponsored by the swim-suit firm. 

For cities of 500,000 or more, first place 
Frank Vermilye, 
Blanche Company, New Orleans, with Frank 
Collins, The May Company, Cleveland, plac- 
Edward W. Davis, The 
Missy Shop, Los Angeles, third. 

The classification for cities of 100,000 to 
500,000 was won by Albert R. Needham, 
The Fair Store, Flint, Mich. George H. 
Wagner, J. L. Brandeis Company, Omaha, 
placed second, followed by Leslie D. Slack, 
Wurzburg’s, Grand Rapids, in third place. 

For cities up to 100,000 population, M. A. 
Carter, Metzger-Wright Company, Warren, 
Pa., won first award, with second going 
to Paul Carlisle-Allen Company, 
Painesville, Ohio, and third to Carl Rinnus, 
Herndon’s, Springfield, III. 


was won. by Maison 


ing second, and 


Daley, 


Portable Fluorescent Wall Lamp 
Announced By Sylvania 


A new, portable fluorescent wall lamp 
which has many uses has been announced 
by Sylvania Electric Products, Inc. De- 
signed for use wherever light is required 
for a specific task of illumination or decor- 
lamp gives evenly dis- 
tributed, glarefree light directly down on 
the surface beneath and indirect light for 
general illumination of the entire area. 
Simple and streamlined in design, the 
Sylvania “Beverly” contains two 20-watt 
lamps shielded by a diffusing 
frosted, ribbed glass. The unit 


ation, the new 


fluorescent 
panel of 
has enamel-coated metal end caps finished 
in either white or old ivory color, and be- 
cause of its flat, partially covered surface, 
lends itself to 
touches such 


personalized decorative 
as plants or figurines placed 
above it, or on the wall behind it 


Tom Lee To Form 
Own Display Firm 

\iter approximately two years as vice- 
president of W. L. Stensgaard & Associates, 
Inc., with headquarters at the New York 
City office of the firm, Tom Lee has re- 
signed in order to form his own display 
and design consultant company. The new 
enterprise will be located in New York. 


Prior to his three years of army duty, 
Lee was in charge ot display at Bonwit 
Teller’s for five years Part of his time 


during his association with Stensgaard was 
spent in designing and supervising the con- 
struction of — the Corporation § ot 
America showrooms in Rockefeller Center 


Radio 





Davison-Paxon Department 
To Cooperate In Show 

Under the direction of Dudley Pope, dis 
display 
Davison-Paxon Company, 


department of 
\tlanta, is to do 
the background for the National Rose Show 
which will be held in that city the latter 


part of October 


play manager, the 
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| A FEW ITEMS FROM 
OUR BLEACHED OAK 


| “MANHATTAN LINE” 








Triple Hat Stand 11"-17"-24" high $ 9.35 
Double Rev. Tie Stand 
Miniature Divider Base—Holds 
1%" glass plate 24" or 30" high 
Plateau—12''x24""—7" or 9" high 18.45 
Plateau—15''x30""—7" or 9" high 23.65 


5.25 


QUENSELL DISPLAYS, INC. 


71-23 Austin St., Forest Hills, N. Y. 











THIS MONTH'S FEATURE 
TOPS THE LIST! 


No. 803 Revolving Hosiery or Tie Stand 
— 20” high — 14” arm span — Center Sign 
Holder Heavy Stem and Base— Heavy 
Center Revolving Block. Eight Special 
Double Arms — Special Ticket Slotted 


Grip Guide at each end of arm—All 
Polished Plastic 




















































































Write for Photographic Illustrations 


ARTHUR ELKINS DISPLAYS 


a 
* 
344 East 149th St., N. Y. 51, N. & 
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Detroit Displaymen 
Plan Meetings 
Plans for the fall and winter meetings of 
the troit Display Club were outlined by 
Walter Grover, J. L. Hudson Company, and 


approved by 20 local displaymen who at- 
tended a recent luncheon as guests of the 
store Oscar Luke, display director for 
Hudson's, was host. Grover, as chairman 
of t program committee, discussed the 
series of educational meetings, each of 
which will deal with one form of display 


technique. 

The first of the sessions was held Sep- 
under the direction of D. F. 
Higgins & Frank. Others will 


tember 4, 
McCarthy, 


be supervised by Tice Vicary, Detroit Edi- 
son Company, who is club president; Oscar 
Luke; William Toll, Sam’s, and Robert 
Kenney, in charge of Hudson’s interior dis- 
play. The club will also take an active 
part in the local Community Chest drive 


whch begins October 15. 





Ferrill Releases Brochure 
On Point-Of-Sale Facilities 


An elaborate, plastic- bound brochure 
showing the facilities of Harve Ferrill & 
Co, 11 East Walton place, Chicago, and 
The Vernon Company, Newton, Iowa, for 
the production of point-of-sale displays for 
national advertisers has just been released. 
Under the arrangement between the two 
companies, one staff represents both 

The Vernon Company is said to be 
the largest producers of glass and mirror 
displays in this country, and is likewise 
equipped to manufacture metal and wire 
displays. Harve Ferrill & Co. has special- 
ized in the development and production of 
permanent store displays for 25 years, with 
devoted to the making of wood 
ind plastic displays. 

Sales and designing headquarters for the 
bination are maintained at the Chicago 
ldress given above. 


acid 


sales 
firms 


facilities 


Fred Eastburn Appointed 
By Facil 


Facil Fabrics Corporation, 





Paterson, N. J., 


as announced that Fred Eastburn has been 
appointed general sales manager. He will 
make his headquarters in the New York 
tice at 675 Fifth avenue. Eastburn was 
lormerly connected with the New York 


Dobeckmun 
time 


es office of the Company, 


Cleveland, and at one was associated 
vith the Sperry Corporation, New York, 
ind with the Philco Corporation, Philadel 


is home 


New Items Added 
By Emkay 


(2 page 
by Emkay 


been re- 
Nz ¥. 

and 
items 


catalogue has 
Candles, 
full line ot 
and related 
company 


just 
Syracuse 
seasonal 
display 
Many 
idded to the 
and 


iting the 
candles 
ed by the 


ave bee n 


new de- 
line, which 


s candles holders in a_ wide 
well as 
trimmed 


display use. 


of shapes and patterns, as 


tmas candles in pine- log 


Ss especially suitable for 
of the 
the company 


catalogue can be 


direct. 


obtained by 
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NEW LIMED- OAK TABLES AND FIXTURES 


“COMBINE BEAUTY WITH UTILITY © 


Sturdy, solid oak lends dignity to your mer- J, 
chandise and equipment. The limed finish 
serves as a perfect background setting for 


your promotional displays. 


A complete line of 


NORTHERN DISPLAY FIXTURES AND TABLES 


is obtainable in various sizes, styled for all merchandise 


See distributors listed below. 





ATLANTA, GA.—Melvin S. Roos & Co. 
BOSTON, MASS.--Marcus Window Display 
Service, Inc.; New England Decorators 


Supply Co. 


BUFFALO, N. Y.— Samuel C. 
Grossman Display Center. 


Dutch & Son; 


CHICAGO, ILL.--Hecht Fixture Co.; Smiley 
& Co.; Carl J. Bishop; H. R. J. Display 
Service. 


CINCINNATI, OHIO 
CLEVELAND, OHIO 
COLUMBIA, S. C. 
JACKSONVILLE, 
Service. 
KANSAS CITY, MO. 


MEMPHIS, TENN.--Wray 
Co. 


General Display Corp. 

Pribil Displays. 
Carolina Display Co. 
FLA. Perry’s Display 
Decor, Inc. 


Williams Display 





NORTHERN DISPLAY FIXTURE DISTRIBUTORS 








MILWAUKEE, WIS.—Ellsworth Greenwald 
& Associates; Midwest Manniquin Displays. 
MINNEAPOLIS, MINN.--L. E. 
Equipment Co. 
MOBILE, ALA. General 
the House of Display. 


Hier Display 


Displays; Dunhill 


NEW ORLEANS, LA.-Wray Williams Dis- 
play Co. 
NEW YORK, N. Y.- Nat Siegel. 


PHILADELPHIA, PA. 
PITTSBURGH, PA. 
RICHMOND, IND. Richmond Display Aids. 
SAN ANTONIO, TEXAS —Fox 
SEATTLE, WASH.-Maynard D. 
ST. LOUIS, MO.--Walter E. 
plays: Rice Stix Dry 
WORCESTER. MASS.—tlLondon Display Co 


Archway Supply Co. 


Alpern’s. 


Display Co. 
Ross Co. 


Zemitzsch Dis- 
Goods Co. 





Jobbers write for territories still available 









black and canary. 


of two colors of flock, solvent, 
Spray gun and instructions. 









with complete spray outfit 
Now you can apply a professional, colorful fele 
flock finish on display backgrounds, shadow boxes, 
fixtures, picture frames, signs, etc. Excellent for re- 
finishing old or worn fixtures. Precision cut rayon 
fiber flock available in the followi ing brilliant colors: 
brown, ivory, blue, taupe, red, green, silver, white, 


Complete kit (as pictured) includes undercoat, choice 
brush, 


Write for FREE circular and color sample card. 


BEROTT-ROSS + Dept.9D, 411 No. Foothill Road, Beverly Hills, Calif. 





patented 





Full price $9.25 postpaid 
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VLA 
THE f Got ARE HERE 
é 
THE ti; , 


Ue yer YOU'VE BEEN WAITING FOR... 


Perky Wirequin Children 
Available in Sizes 4, 6, 8, 10, 12 


$25.00 


each 

















Gold finish unless otherwise specified 


Jobbers Inquiries Invited 














Inc., 618 Market St., Philadelphia 6, 


COMPLETE DISPLAY SUPPLIERS 












Let the Customer SEE your Merchandise 


Model your BRAS on this 
Attractive Clear Plastic Stand 


>15.40 complete 
Height — 30% inches 
Bra forms may be moved up or down — yet 


hold any position firmly. May be ordered 
separately — $3.75 each. 


THE FIXTURE MART, INC. 
314 W. JACKSON BLVD. CHICAGO 6, ILL. 


Send for our FREE 72-page Catalog 





No. 375-376 Mannequins — Display Fixtures — Showcases 








JOBBERS 


WE MANUFACTURE ALL KINDS OF 


PAPIER MACHE FORMS 


Ladies' and Men's Coat, Suit, Sweater and Shirt Forms, Blouse, Lingerie 
Bras, Etc. Metal stands supplied at most reasonable prices. 


For particulars, write 


ACTION FORM CoO. 


265 WEST 17TH STREET NEW YORK II, N. Y. 
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| RESEARCH IS AN INVESTMENT 
{Continued from page 76) 


cooperative effort with the funds supplied 

by many members 

Such purely lithographic problems and 
projects, for example, as tone and _ color 
control throughout the process, tone and 
| color correction, a simpler and more uni- 
form surface from which to_ reproduce, 
studies in sensitivity of plate coatings, plate 
dissensitization and fountain — solutions. 
should and must be conducted in the type 
of pilot plant laboratory that has now been 
developed to full efficiency at Glessner 
House. There, they are carried on by a 
combination of research men familiar with 
the lithographic processes and problems and 
practical production men working together 
on the same staff. That is the type of 
staff which has been developed by LTF in 
the early stages of its plan with Armour, 
Now, it is already working under LTF 
direction for the benefit of lithography ani 
all related industry. 

From very close association and study 
during the past months, it is my humble 
opinion that noteworthy progress is_ being 
made on such problems by the staff at 
Glessner House. The discovery of cellu- 
lose gum has already observed its first 
anniversary, with continued research un- 
covering much valuable new information 
On the basis of information already dis 
seminated, this substitute for gum arabic 
has been working successfully in some 
plants for a period of many months, pro- 
viding a real economy. It is estimated that 
in a plant with four lithographic presses 
doing an annual volume of approximately 
$1,000,000, the intelligent use of cellulose 
gum can effect a saving of as much as 
$50,000 in a year. This being the case, it 
would seem reasonable that any Iithogra 
pher effecting such a saving should be more 
than willing to subscribe as much as_ 10 
per cent of the saving annually, not only in 
appreciation for the noteworthy contribu- 
tion, but as an expression of confidence in 
the form of an investment in the kind of 
research that can and will produce further 
refinement and production economies. That 
such additional discoveries are coming. 1s 
a foregone conclusion, providing that our 
industry is far-sighted enough to support 
cooperative research on a scale in keeping 
with the needs and problems of the industry 

You can't just buy research by the inch 
by the yard or by the pound. It takes time, 
effort, patience and funds to explore, in- 
vestigate, test, try and prove. It takes 
manpower, facilities, direction and manage- 
ment to bring many of these problems into 
a stage of completion. There is a point, a 
minimum, because of equipment, supervisiol 
and overhead, below which research efh- 
ciency is low and costs unnecessarily high 
While the LT situation has recently been 
greatly improved over that which existed 
for many years, the problems and the costs 
have also increased and consequently, re- 
sults have been coming slower than they 
should. 

It is too early for the industry to become 
impatient and demand that certain parcels 
ot research results be delivered periodically 
\nd it is also too easy for some members 
of the industry to say, in effect: “You 
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show me some research results and then I 
will pay my share.” You can’t order re- 
C.O.D. It takes funds to finance 
ch. And it also takes courage and 
fore-ight to make the investment. In _ re- 
you deal with unknowns, intangibles 
ind variables. 

The fully developed research plan of LTF 
now calls for control of all industry re- 
search operations by the industry research 
committee, which, through its Steering com- 
mittee and chairman, reviews, selects and 
places the research projects which can be 
tackled in keeping with funds available 
either with the Foundation’s own laboratory 
at Glessner House, or with outside research 
sources. To the research chairman, the 
Steering committee and the Research com- 
mittee (and hence the entire industry) the 
research dirctor and his staff are respon- 
sible for concentrated action, application 
and development of results. 

\s a result of this practical arrangement 
methods are now being developed for the 
proper dissemination of information to the 
industry. Research and technical bulletins, 
is in the past, will be published and dis- 
tributed freely throughout the industry on 
all completed research. But during the 
interim, research progress reports are being 
issued to all members, to better inform 
them and acquaint them with the progress 
f various research work. This often results 
in useful information and knowledge, ex- 
plaining what will and will not work, and 
elps to save individual members and other 
groups from duplication of time and ex- 
pense through the exploration of ground 
already covered. It is the duty and re- 
sponsibility of the industry committee to 
see that this information reaches those in 
the lithographic industry who can make the 


best use of it. It is also the aim and 
purpose of all those connected with LTF 
research to establish ways and means of 
aking it possible to actually apply all re 
earch findings to the profitable advantage 


ill members. 

During the past year, the industry's re 
search institution has been operating on a 
budget of $70,000. It is my personal con 
sidered opinion that the industry, in turn 
s getting a return on the investment which 

become more and more apparent in the 
oming months. While the amount is 
1 times greater than that which the 

lustry expended annually for over 20 
ears, it is still considerably less than 

private members of the industry are 


S¢ 


vera 


hemselves spending on research each year. 
\nd it is not by any means enough to assure 
uplete efficiency and economy of opera- 


Standard Oil Development Company re 

that over a 10-year period its stock- 

ers have received a profit of $15,400 fo: 
$1,000 invested in research. 

Not until all lithographers and all those 
ged in related industry fully realize 
ippreciate the advantages of the invest- 
t in research for all concerned, not until 

\ lithographer shares in the investment 
ipporting the cooperative research effort 

4 ast to the extent of moderate annual 

of $100 or $250, can our research effort 
its present great promise. It is my 

and wish that this day of realization 
fulfillment is at hand 
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PLASTIC 
PLAQUE 


for display directors looking for some- 
thing NEW and BETTER. 





Santa Relief Embossed Plastic Plaque, 13%" wide x 
1714" high, extends forward 214" from flat area which 
is 1414" x 1814". 
brilliant Santa colors on back — natural glossy finish 
is on outside. Delivery starts about October (5th. 


Orders filled in rotation, as received. 


Clear plastic sheets are used with 





Price: (¥F-4/) f.0.b. Cnicago 92.09 each. 
(Minimum order is 3) 





CHRISTMAS CAROL DISPLAYS you've been looking for 





(D$-12) Christmas 60'' x 40°" Display. Screen processed in 7 Christmas colors on heavy seasoned 
cardboard. Price $6.25 each f.o.b. Chicago. (While they last). 





Screen processed in 8 Christmas colors on heavy sea- 


Christmas set of 30°' x 40° displays. 
Price $8.90 per set f.o.b. Chicago. (While they last). 
Order these now. Delivery starts about October 15th. 


(D3-12) 
soned cardboard. 


BISHOP PUBLISHING CO. 427 W. Randolph St.,’Chicago 6, lil. 




































MOTI 


SAVE 


TULLE MATS—48 x 68 
PALM THATCH—48 x 48 


GOURD STRINGS 
NAVAJO INDIAN RUGS— 
In colors—I6 x 32 


STRAW MAN ON HORSE 
MATS—60 x 40 


60" 


Also a complete line of 
dried. 


& 
ALL PRICES F.O.B. 


Box 272 


BASKETS—32" cotton week 
LARGE, BRILLIANT COLOR 


MEXICAN 


FS 


BUY DIRECT AND 


ea. $2.00 
ea. $2.00 
ea. $3.00 


ea. $3.00 


ea. $4.00 
ea $ .25 


MEXICAN SWALI BAMBOO 


ea. $3.00 


MULTI COLOR BEACH HAT— 


ea. $4.00 
desert shrubs 


Indian pottery, baskets, totem 
poles, and Indian silver jewelry. 


GALLUP 


WILLIAM E. LYNCH 
INDIAN TRADER 
Gallup, New Mexico 

























PLASTIC 


Cuts Smoothly with 
Kitchen Knife — No 


tools necessary. 


50c the block in gross | 


BOX 289 
Factory:' Center Grove Rd. 





SNOW BLOX 


Super Light-weight 


Handles Cleanly 


Ordinary 
saws or 


Carve It— Make your own 
Letters or Santas, etc. 


Color It for Effect 


ECONOMICAL 


ots or over. 


Direct or Your Jobber. 


MALROS COMPANY 


“The House of Colors" 


DOVER, N. J. 
Dover, N. J. 
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News 


By LOUIS BOOTH 


President, Southern Display Association 


T a meeting in New Orleans on August 
A 23-24, the new president and secre- 

‘ tary-treasurer spent two days in 
familiarizing themselves with the duties of 
their new This meeting was at- 
tended by President Louis Booth, Secretary- 
treasurer Walter Spitzkeit, Frank Vermilye, 
ex-president, and John Dial, former secre- 
tary-treasurer. Although the new officers 
have been at their duties since the past 
conference, the exchange of records has just 
recently taken place. This delay was neces- 
sitated by the closing up of the 1947 affairs. 
The conference in New Orleans seems to 
have been a perfect success in every way. 
Everything points to a fine conference in 
Memphis in 1948 due to the knowledge ob- 
tained through the experiences of the pre- 
ceding officers. 

At this final were ex- 
changed and plans were laid down for the 
forthcoming year. The information gathered 
at this meeting will surely help the officers 
to formulate their plans for the 1948 con- 
ference. It was the desire of the new 
officers to be thoroughly acquainted with 
the operation in New Orleans so that they 
can lay down a plan for a general directors’ 
meeting some time in October, to be held in 
Memphis. 

The officers and past officers, accompanied 
by Leonard Pons (one of the new directors), 
were entertained at a dinner at the La- 
Lousianne by Kearney Sobral. 

The time is right now to organize your 
local display group. We of the Southern 
Display Association are most anxious to 
help. It is the desire of the association to 


offices. 


meeting records 


bring about fine local clubs in every city 
in the South. The purpose of the SDA is 
to promote and foster the display profession 
in the South by properly organizing and 
through this organization to elevate the art 
of display and to place the display proies- 
sion in its proper place. Great strides have 
been made in the last few toward 
this end, but of course there is plenty of 
room for improvement. 

Most of us attribute this vast change to 
the efforts put forth by local display clubs 
and organizations of all types. The fine 
program sponsored by the SDA in New 
Orleans, consisting of one of the most in- 
fluential merchants in the South to repre- 
sent management, one of the top ranking 
displaymen of the country to represent dis- 
play, and one of the country’s most out- 
standing sales consultants as its panel of 
speakers, along with the country’s out- 
standing and authoritative writer about 
display, has surely had a_ tremendous 
effect on the respect for display as a whole. 
How are these things brought about? 

Who pays the bill for a program of this 
type? How is it possible to obtain the 
money to pay the bill? 

The answer is simple: Through the indi- 
vidual displayman’s anxiety to improve his 
lot by supporting any organization which 
fosters the upbuilding of the display pro- 
fession as a whole. That is exactly where 
the SDA enters the picture for our Southern 
people. The continued toward 
bringing display to its proper heights can 
most assuredly be helped by organization. 

The SDA is well on its way to being, or 


years 


success 





—Jack Craig, display director for the Public Service Company of Northern Illinois, Evanston 
installed a highly interesting animal trophy exhibit in his large corner window recently and 


found it extremely effective in stopping crowds and building good-will. 
palms, palm trees, jungle flowers and other foliage added a sense of realism. 


Grass matting, fan 
From the 


collection of George B. Dryden, the trophies shown included lions, ibis, boar, buffalo, leopards 


rhinos, dik-diks and gazelles— 
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ibly is, one of the most powerful dis- 


pl organizations in the entire country. 
It s the intention of the officers to continu- 
all. strengthen this organization. 


e are particularly interested now and 
believe that the most effective way of gain- 
ne strength in members and number is 
through our splendid affiliation plan. It is 
our desire to see a local club well organized 
and afhliated with the SDA in every city 
yf the South that can offer a membership 

f 12 or more. We have made great pro- 
gress in the past years and feel certain 
that the field is open for improvement for 
many years to come. This plan of affilia- 
tion should be most attractive to display 
people in every rank. The dues are $5 per 
year to display directors and those who 
have already seen fit to belong to the SDA. 
The dues are $2 a year to everyone else in 
the department. We feel that it is the duty 
of display managers to encourage these 
local groups because they instill enthusiasm 
and love for the art of display in new- 


comers and assistants. If these people are | 


interested and intend to make display their | 


profession, they will surely wish to obtain 
the educational and social benefits by being 
associated with the top displaymen. 

We say that now is the time to organize 
a local group for we feel, through past 
experience, that it takes quite some time 
to build an organization and get your local 
club to working smoothly and we will cer- 
tainly appreciate the opportunity of affiiat- 


ing it about the first of the year; remember 


only 12 members are necessary. 


If you are one of those who asks what | 
does such and such an organization do | 


for me, I would answer by saying that at 
the present time and for the past five years 
noticeably, display has gained prestige 
rapidly and I am reasonably sure that it is 
through the efforts of these organizations 
because they have entered into civic prob- 
lems along with many of the business clubs 
and have been a great help in carrying out 
the managements’ plans to promote such 
things. In short, these organizations have 
brought us much closer to management and 
have brought recognition heretofore un- 
heard of. So you see if we can continue 
with this effort, we will rightfully take our 
place among the most potent and influential 
sales getters and prestige builders—adver- 
tising, sales promotion, etc. If we promote 
display director, we are certain to pro- 
the display prjofession as a whole. 


ret together with your local display 
le now, eat lunch together, talk display, 
organization, get a club going, elect 
ers, draw up by-laws, undertake civic 
es that will gain you recognition and 
ciation with business men. Encourage 
llow displayman to these ends and last, 
not least, affiliate with the SDA as we 
ilready quite a stable organization and 
are surely in a position to help you 
any problem you may have. We are 

anxious that you join us and there 
t one of us that is not more than will- 
to help you in any way possible to get 
organization going. If you are inter- 

in forming such a club, please let us 
v who you are associated with, who 
the best displaymen in your city to 
tact, and give us all the information 
could help us in helping you to organize 
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PICTURE OF A DISPLAYMAN 
WORRYING ABOUT HIS NEXT DISPLAY 








DOESN'T LOOK VERY WORRIED, DOES HE? NO INDEED. HE'S FLOATING IN 
SATISFACTION BECAUSE HE'S GOING TO USE REYTRIM. HE KNOWS, LIKE 
ALL DISCRIMINATING DISPLAYMEN, THAT REYTRIM IS TOPS FOR BEAUTY, 
COLOR, PERFORMANCE, CONVENIENCE AND ECONOMY. 

ASK FOR IT BY NAME - REY TRIM -— THE SATIN SMOOTH %6" CORRUGATED 
DISPLAY MATERIAL, LAMINATED TO A STURDY BACKING SHEET IMPRINTED WITH 
GUIDE LINES FOR ACCURATE CUTTING AND MEASURING. 


BUY IT FROM YOUR WHOLESALER 

pISPLAy 

THE REYBURN MANUFACTURING CO. INC. 
MAIN OFFICE: PHILADELPHIA 32, PA. 

FACTORIES: PHILADELPHIA, PA. ROYERSFORD, PA. CHICAGO 35, ILL. 





MATER\AY® 














BIRD HOUSES FOR DISPLAY 


Within the Reach of the 


DISPLAY WINDOW 


7V2" x 5" x 5" — 17/2¢ ea. 
IN QUANTITY 
Packed 50 in Case 


Immediate Shipment 


RUSTIC FURNITURE CO., Inc. 


“Parkcraft”’ 
Phone 68 Day— —Night 147 
BLACK HORSE PIKE AT R. R. WILLIAMSTOWN, N. J. 
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y MANNEQUINS 








THE MODERN VERSION OF 


Mannequins styled and sculptured by Jean Leslie and featuring t 
Graceful shoulders — Small waists — Rounded hiplines. 
Genuine featherweight construction, incredibly light. Unbreakable 
hands. Striking hairdo's of newest materials. 
Send for photos. Creative producers of a complete line 
of mannequins . . . Infants, Children, High School, Prep t 


School, Teen-Age, the Mileo Flirts, Misses, Juniors, Men 


and Women. 


MILEO MANNEQUINS, 7 W. 36th St., New York 18, N.Y. 


Two Doors from Fifth Avenue 








past 33 years, and was formerly associated 
with Namm’s, Brooklyn, Oppenheim Collins 


MULTIPLE OUTLET FUSE CONTROL [isi tess! or New York Citys he was 


PREVENTS Main Line Blowouts . . . AVOIDS Lighting Interruptions display manager for the last-named _ store 


for 11 vears. 


















FUSE CONTROL ° ° ° Two additional salesmen have been added 
a Now Available for the First Time to the General Display Corporation's staff, 
Ry ee de ee ee ee ee ee 
nae siDGiiz, hinds cord. with lsei nan ind methine Spare Mises. UACenn cinnat, and Q. J. Morrison & Co., Charles- 
SE as BE swirce = Rg gga eM <3 yn = a a poten ton, W. Va. W lt cover the southern part 
lighting. It eliminates tangled wires ‘and main fuse of Ohio, Virginia, West Virginia, the 
é blowouts. A real help for the displayman northern part of Kentucky and the southern 
Price $10.00 complete, f.0.b. N. Y. C. part of Indiana. Walter Wallace will covet 
SPARE the Southeast territory. 
FUSES JOBBER INQUIRiES iNVit2=D 
STANDARD CELLULOSE and NOVELTY CO., INC. Continuing Style Show 
476-478 BROOME STREET NEW YORK 13, N. Y. In Display Windows 











\ style show which will continue for 





° 
three weeks is being presented by Henry 
vour local display club. | invite your in Callahan, Lord & Taylor's, New York City 
NEW CARPETS f OLD quiries personally and look forward to in four special settings. The merchandise, 
or hearing from any of you whether you are the work of 10 top designers, will — be 
just in the display department or whethet changed twice a week but the display. set 
Use DY-O-RUG to renew or re-color worn or ae da sage, 
‘ : . vou are a_ tull-fledged = display director tings will be retained for the full thre 
faded carpets, overnight without removing r 1 er ) 
‘ ; Please address inquiries to Louis Booth, week period 
from the floor. @Perfect for use with air-gun or ' : bey : ; 
President, SDA, Lowenstein’s, Memphis. Making full use of the elevator windows, 


re-coloring Draperies. @All colors and black. a 
one ot the settings creates the effect of 


For complete information and sample (color looking from the stage of an opera out into 


General Display 


selected should be same as in present carpet, N Dietzel the boxes. Another uses a motif adapted 
or darker) write ames 1eTze from the tront ot an Kenelish shop of th 
General Display Corporation, Cincinnati, 1700's ; a curving stairway running from th 


HELMS CHEMICAL COMPANY has announced the appointment of Harry lowered bottom of one window into — th 
Dietzel as sales manager of the firm's New window itself is the feature of a third set 
1014 N. Harlem Ave. River Forest, Ill. York City showrooms. Dietzel has been — ting, while the fourth has a modern Gothi 


connected with the display field for the — treatment. 
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LOS ANGELES REPORTING 
[Continued from page 43) 


dut at the May Company-Wilshire, Dis- 
S play Director Jim Stewart’s “Back To 
S-hool” windows featured the teacher. Kach 
idow in the series showed the teacher ot 
me particular subject. The window tea 
= turing the French teacher, for example, 
wed one oi the mannequins holding an 
n French book while other school sup- 
ies were placed on the floor. A= school 
sk was set at one side of the window. 
background was a plain white bedsheet 
which were painted a full-length picture 
i the French teacher, the Eiffel tower, the 
h of Triumph, and various French words 
aud phrases. An interesting thing about 
he background is that when the series was 
riginally planned, Stewart intended to use 
white board as the background. However, 
s shipment of board was unexpectedly de- 
layed and he had to make a_ last-minute 
substitution. Stewart is well pleased with 
results of the switch, and has already 
ised) the bedsheet background in other 
windows. It takes poster paint well, it can 
be dyed to any desired shade, and it’s ready 
instant use by sticking a rod through 

the hem 


The colorful Miron woolen promotion at 
the downtown May Company furnished sev- 
ral outstanding windows. In one series, 
Display Director Stanley Thompson used 
square wooden blocks fastened to one an- 
ther in a geometric arrangement by wooden 


dowels. The blocks were painted the color 
i 4 the fabrics shown in the window, while 
ye the dowels were left in their natural state 


\ large display card, reading “Miron Means 
Fashion” was placed in the center of the 
d block arrangement in each window in the 
ries. The letters of the display card also 
itched the coloring of the fabric. Each 


1s 
‘ idow featured a different color. This was 

i store-wide promotion. Even the accessory 
d indows were tied into the Miron promo- 
4 tion, Showing accessories to be worn with 


some of the patterns. 


lkach year Haggarty’s prints a “College 
“t lentrants” booklet, a direct mail promotional 
piece showing the fashions that will be “al! 
n the rage” on the campus. This vear was 
I no exception, and Mary Kay Kerwin used 
book as a theme for a series of back- 

school windows. Each window reproduced 

certain section of the book. An oversized 

production of the book itself was used in 

background and this also served as the 


ider. Actual merchandise was pinned to 
. t pages. Mannequins alongside were 
ssed in the fashions discussed on that 

rticular page of the book. Suitable acces 


] 


ries were placed on the floor under the 


ik, which was suspended from the ceiling 


Mary Merrill Resigns 
At Bergdorf-Goodman's 
\iter five years as display director fot 
rgdort-Goodman, New York City, Mary 
lerrill has resigned, and will announce het 
ture plans soon. Her successor has not 
t been appointed by the store. Miss 
lerrill was formerly in the theatrical field 
a costume designer and instructor in 


sign. 
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HOLLY AND BELL UNITS 


For your Christmas displays, nothing is more appropriate than the traditional holly 
and bells, and shown here are two lovely treatments of this age old Christmas theme. The 
holly leaves are soft white velour brushed with pale green. The cellophane bells are ice blue 
with white frosting and have cerise glass ornamental knockers. Frostee snow balls are tinted 
pale blue. Unit at left has a cerise grosgrain ribbon connecting the bell cluster and the 
spot. The smaller unit at right has a light blue satin ribbon. 


Unit at Left: No. GWC-47/6-A—Bell Cluster, overall 35 in. by 30 in.; 
Spot, 18 in. by 16 in. Bells, 11/2 in. in diameter. Price $10.50 
Unit at Right: No. GWC-47/6-B—Bell Cluster, overall 22 in. by 18 in.; 
Spot, 13 in. by 11 in. Bells are 7 in. and 5 in. in diameter. Price $6.50 


PLASTIC LOGS 
No. GB-1105-A — Feather weight, half-round, translucent plastic 
logs. Rough bark effect finish. In natural white only. Size 30 in. 
long, 4 in. wide. Per dozen... $12.00 
See actual samples of these and many other outstanding Christ- 
mas displays in our St. Louis or Chicago showrooms. 


WRITE FOR CATALOG 


GARRISON-WAGNER CO. 


2018 Washington Avenue St. Louis 3, Mo. 
CHICAGO SHOWROOM — 20 EAST CONGRESS 


























> 
‘ 
USE THE FLEXIBLE PLASTIC : 
4 
OPPORTUNITY EXCHANGE R i B B Oo ad q ; 
For any WANT AD purpose: In many radiant colors 
POSITION WANTED POSITION VACANT 7 INCHES WIDE > 
20c per yard 
USED DISPLAY EQUIPMENT FOR SALE videntetieitnaat 
rite jor Samples ; 
eae: ree Jobber Inquiries Invited 
e 4 
| TRIM-RITE COMPANY 
$3.00 Per Column Inch CASH WITH ORDER 50 Clie dene eee eh. | 
on < 














« « When Writing Advertisers Please Mention DISPLAY WORLD » » 














We're READY 


for your 
















our history. 


CHRISTMAS 
DISPLAY 
NEEDS 


It is our confident belief that 
we are offering the best and 
most complete line of holi- 


day display decorations in 


Get in touch with us imme- 


diately for ON-TIME delivery. 


DAVID HAMBERGER, Inc. 


DISPLAY WORLD 
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J. A. D. News... 








AM sure those in display are all agog 

and anxiously awaiting further reports 

of the International Association of Dis- 
play committee, headed by Ray Bianchi of 
Goldblatt Brothers, Chicage. To this com- 
mittee, as previously announced, has fallen 
the honor and grave responsibility of laying 
the plans for a new organization, a succes- 
sor organization to the IAD. 

Since the last report of this committee's 
meeting in Chicago, July 28, nothing of 
much importance has transpired. This is 
due to vacations; however, I wish to quote 
from a recent letter received from Bianchi: 
“Received a letter from Del Ford, Con- 
sumers Power Company, Jackson, Mich., 
the week of August 7 informing me that 
he had been on vacation and he would be 
about two weeks late with his report. Upon 
receipt of same, will contact you before 
planning our next committee meeting.” 

I just wish to add my two cents’ worth 
to this. You may expect big things from 
the group of men on this committee and 
in line with a very recent editorial which 
appeared in DISPLAY WORLD, discussing 
the type of programs presented during the 


By JOSEPH APOLINSKY, President === 





of an educational nature. I think man 
displaymen will agree with Arthur Willian 
McMahon, display director, Glaser Drug 
Company, St. Louis, who is responsible fo: 
this comment and, for the information ot 
all concerned, that is one of the chiet 
reasons for the creation of the National 
Association of Display Directors. It is 
definitely a must in the plans of this organi 
zation to present educational programs and 
information beneficial to all display di 
rectors. 

I, at this time, would also like to quote 
from a recent letter received from an un- 
solicited new member, Gilbert Mintz, dis 
play director, Holly Stores, Inc., New York: 
“T have heard a great deal about the [AD 
and have high regard for same. I am look 
ing forward to benefiting from membership 
in your organization.” In answer to Mintz’s 
letter, I informed him thusly, which I have 
always felt about our other members: “We 
are herewith enclosing your membership 
card—trust you will benefit from this. How- 
ever, it is very possible that we might bene- 
fit by your membership, more than just 
receiving your dues. That is, I mean that 














if you could see your way to pitch in and 
work for the IAD, we would all benefit 
greatly.” 


Display Decorations 
115 W. 31st St., New York City | 


Market Week, whereat boat rides, expensive 
cocktail parties, and similar forms of enter- 
tainment are presented instead of programs 











—Members of the IAD committee meeting in We invite DISPLAY WORLD read- 
| Chicago. Seated, left to right: Delbert S. ers to make frequent use of the 
Ford, Consumers Power Company, Jackson, Service Bureau for information on re- 
Mich.; Joseph Apolinsky, Loveman, Joseph & sources for all types of display mate- 
Loeb, Birmingham; Raymond Bianchi, Gold- rial and equipment from air brushes 
blatt Brothers, Chicago; Robert O. Johnson, to zebras (stuffed), or for general 





IRBECO 
CHROME METAL 





Vi 0 1 [Dp i fy ( S osname err 4 —— woe consultation on display problems. No | 
ichard A. Staines, Vandever Dry Goods Com- ns ; ; 
pany, Tulsa. Standing, John T. Chord, Mont- init in mate for this corvice, of 


gomery Ward & Co., and Leslie Barofsky, 
Morris B. Sachs Company, both of Chicago— 





e WILL NOT TARNISH 
e ECONOMICAL 
e WEATHERPROOF 
e DURABLE 


MANY STYLES 
and WIDTHS 


FOR ALL DISPLAY NEEDS 















The IRBECO Line with its unusual variety 


of styles, sizes and finishes meets every 






display need. Ideal for backgrounds, 






displayers, counters, interiors, booths and 


exhibits. 







Write for new Illustrated Folder 


Jobber inquiries invited 


IRVING BERLIN & CO, 


719 Eighth Ave., New York City 18 
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Maas’ Display Under 
Hough's Supervision 
Maas Brothers, Allied Stores Corpora- 
i unit in Tampa, has appointed Ray 
sugh as sales promotion manager. His 
ties will include supervision of window 
splay in addition to newspaper and radio 
vertising. Hough was formerly con- 
ected with Allied in New York City, and 
ior to that time was with Montgomery 
urd & Co. 
Working Alliance Formed 
By New York Firms 
\ working agreement has been made be- 
een Messmore & Damon and_ Staples- 
Smith, New York City, according to a joint 
statement by Cecilia Staples and Francis 
\fessmore. Each firm will retain its own 
entity and operate as before, and there 
is no financial involvement. “We have just 
signed an agreement to work together in 
lesigning and planning animated display 
units, combining the talents and experience 
both firms,” according to the statement. 
Messmore & Damon has long specialized 
mechanical animated displays of all 
types, and Staples-Smith is well known for 
its work in all media, particularly that of 
papier mache. 


Hirschfeld Named 
By Beck Shoe 

Following the resignation of Connie 
Woelky, who is now sales manager for the 
Display Papers Division of Bulkley, Dunton 
& Co. as noted elsewhere in this issue, 
Julian E. Hirschfeld has been named dis- 
play manager by A. S. Beck Shoe Company, 
New York City. He has been with Beck 
for about six years in the advertising and 
promotion department. 


Test Resigns Place 
With Dayton Company 
Joe Test has resigned his position as 
issistant display manager for The Dayton 
Company, Minneapolis, after 10 months 
vith the store. His future plans have not 
been divulged, nor has the store announced 
successor. Formerly, Test was with 
B. Altman & Co., New York City, before 
ining Dayton’s. 


Oklahoma City Store 

Appoints Ergenbright 
Hlarbour Longmire Company, Oklahoma 
tv, has named R. M. Ergenbright as dis- 
iv manager; he assumes the duties which 
d been under the direction of Don Whit- 
ck, advertising manager, for several 
mths. Prior to joining Harbour Long- 
ire, Ergenbright was with George Innis & 
Wichita, as assistant display manager. 











We invite DISPLAY WORLD read- 
ers to make frequent use of the 
Service Bureau for information on re- 
sources for all types of display mate- 
rial and equipment from air brushes 
to zebras (stuffed), or for general 
consultation on display problems. No 
Charge is made for this service, of 


course, 














DISPLAY WwoRLsd 105 


Lif 


James Gosling—R. H. WHITE, Boston . . . does an entire front of fur windows using 
DREAM PUFF for backgrounds of surpassing beauty, richness and realistic snow effect. 


DISPLAY MEN ARE RAVING OVER 


REAM PUFF 


For Snow and Cool Effects — Ideal for Furs, 
Christmas Windows, Snow Suits, Sports Wear, Ete. 


At One-Third the Cost of Snow Blocks 


Here’s SPUN GLASS in an amazing new form that does not ITCH. 
In big gorgeous thick, spongy panels—as light and airy looking as a 
cloud. In average window height—8 feet long and 20 to 22 inches wide, 
approximately 3 inches thick. It’s FIREPROOF, of course. 





Use it in interior cases—for backgrounds of all sorts—cut out letters. 
You can roll, fold it and bend it. Makes up into beautiful Christmas 
trees, wreaths, bows, snow men, pom poms, etc. Available in white, 
pink, blue, green and yellow. Dream Puff is unlike anything you have 
ever seen send for sample today. It is exclusive with us. Made 
under patented manufacturing process. 


RADIANT GLASS FIBERS CO. 


208 East 27 Street New York 16, N. Y. 


We are headquarters for the largest and widest assortment 
of the newest and most varied Glass Fiber Decoratives. 








EXCELLO-SHEEN 


Cellulose acetate mounted to paper in beautiful 
colors and black. Widths up to 50 inches. 


FOIL TO PAPER OR BOARD 
LEATHERETTE 


A fine selection of colors both plain and embossed. 


We invite requests for samples and prices. 


THE FLOYD A. HOLES COMPANY 
BEDFORD, OHIO 
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READY! 


IMMEDIATE 
DELIVERY 





The Last Word In Electrical 
Revolving 
Beautifully Finished Turn-Tables 


“IT HAS NO 


SALESMAKER 


Does just what the Name implies 


EQUAL “ 








UTLHUTMULALILALE 


I 








Mechanically correct to the smallest detail. Carries 
| Volt-60 Cycle MOTOR WILL NOT 


OV r RHEAT under any 


circumstances NO FIRE 
HAZARD Operating cost less than c @ May. 
Motor Approved No. 1 Standard American Institute 
Electrical Engineers Requires no oiling no 


maintenance Guarantee One Year Tag On Every 
Turn-Table. MAKES PEOPLE COME AND BUY 
WHERE THEY NOW GO-BY! Puts that Stop and 
Look Appeal into your Wear or Ware and Message 
and Never Stops. 


MORGAN-LAPHAM, Incorporated 
1775 Broadway, New York 19, N. Y. 


Plant—New Canaan, Conn, 








€ 


A Joyous Christmas 





“METALLIC MACHE ° 


The season's most 
outstanding medium 
Brochure sent on request 


Stillman ART DISPLAYS 


354 W. 42nd St. 


I er Mache in Metallic Fin 


N. Y. C. 18 


VISPLAY WORLD 


NADI Appoints Bowman 
As Managing Director 


The appointment of John F. Bowman, Jr. 
as full-time managing director of the Na- 
tional Association of Display Industries has 
been announced by Sylvan Freund, Decora- 
tive Plant Corporation, New York City, 
president of the organization. Included in 
his duties will be planning for research, 
publicity, and handling all details in con- 
nection with NADI Display Market Weeks. 
Bowman will maintain a central office for 
the association at 11 East Walton place, 


Chicago. 


The appointment followed a decision made 
during Market Week last June, at which 
time members agreed that a permanent 
managing director was needed because of 
the growth of the NADI from a member- 
ship of fewer than 10 firms five years ago 
to a total of 126 at the present time. Bow- 
man’s appointment was confirmed by a mail 
vote and became effective September 1. 


\ graduate of Loyola university, Chicago, 


THE DISPLAY PARADE no.100 
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Bowman was at one time exhibit manager 
for the Stevens hotel, of that city, and 
then was in the insurance field. He joined 
the navy as an ensign late in 1941 and was 
a lieutenant commander when he left. the 
service early in 1947. He saw duty in land- 
ing craft, submarines, and was connected 
with the atomic bomb tests at Bikini atoll, 
Bowman handled many of the details { 
the NADI Display Market Week held i: 


Chicago a few months ago. 


The new managing director attended a 
meeting in New York City recently, at 
which time a discussion of his duties was 
conducted by the following present: Sylvan 
Freund; Albert Bliss, Bliss Display Cor- 
poration; Joe Librizzi, Radiant Glass Fibers 
Company; Arthur Heiser, L. J. Charrot 
Company; Ralph Adler, Jas. B. Williams, 
Inc.; Jack Coan, Natural Creations; Mau- 
rice Weir, Sherman-Weir, Inc.; George 
Silvestri, Silvestri Art Mfg. Company, Chi- 
cago, and Clement Scheuer, Scheuer Crea 
tions, Inc. All are of New York City with 
the exception of Silvestri. 


by Tony Brinker 








{ 4 
IS FIRST EXPERIENCE IN DECORAT- is 
ING WAS HANGING BLACK BUNTING yo 
ON THE GOLDSTEIN, MIGEL STORE IN > 
WACO, TEXAS FOR THE WM. MCKINLEY & 
FUNERAL. AT THIS TIME HE HELD THE 
IMPORTANT POSITION ‘OF CASH Boy, 
DELIVERY BOY, A-ISTORE SWEEPER, 9 7% 
AND FIREMAN TO 3 BIG CAST IRON { 
COAL STOVES! AT THE AGE OF 20 A tat 
WE WELD A DECORATING VOB WITH W.C, \\ 
STRIPLING OF FT. WORTH, TEXAS. HE 4 
HELD THIS POSITION FOR IS YEARS. ’ WSJ 
THEN TO FOLEY GROS., HOUSTON, FOR \ 
3YEARS . OPERATED A DISPLAY SCRVICE 
FOR THE NOXT 20 YEARS, PLACING 
DISPLAYS FOR ALL THE IMPORTANT STORES 
IN HOUSTON. WAS DISPLAY MANAGER 
FOR SAKOWITZ BROS. DURING THE 
WAR. HE HAS BLEN WITH GHUOOE 
BROS. THE PAST 4 YEARS. HE ISA 
OIRECTOR IN THE SOUTHERN DISPLAY 
ASSOCIATION. 











Wan a, my. ed 
Yrs HOOBY... HIS 2 GRANOSONS... , 
THEY HAVE GRAND FISHING TRIPS 


TOGETHER, AND ARE ALWAYS BUILDING 
OR MAKING THINGS OUT OF SCRAPS. 


KL. ReaGaM 


DISPLAY DIRECTOR, 
SHUDDE BROS. 


HOUSTON, TEXAS 
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ger CHRISTMAS AT FIELD'S 

uid [Continued from page 37] 

led 

Vas ot 800 ornaments on it. Gold snowflakes 

the were sprinkled over the whole tree. 

nd- in elaborate fire precaution system, both 

ted automatic and manual controlled, was in- 

oll. stalled around this huge tree on the seventh 
floor, with eight water-fog nozzles in the 

in base of it and four hidden in the tree 
branches. A hose was placed nearby and 
firemen stood guard 24 hours of the day. 

a Even the snow was fireproofed. 

at fhe Marshall Field & Co. display depart- 

Vas ment does a magnificent job of creating a 

fe. fairyland for the store, fulfilling their 

UES slogan that Christmas is everything beau- 

TES tiiul—and paying thorough attention to 

rot each minute detail, whether in a_ story 

ms, book window or out through the store 

ws itself. It takes a great many individuals 

ree working all through the display department 

hi- to accomplish such a tremendous task. Is 

oh it worth it? Ask the customers who come 

ith to the store year after year to be awed by 


that marvelous spectacle, Field’s at Christ- 


' 
mas. 





Nesbitt Concentrates 
On Small Displays 


| \ new engineering set-up has been com- 
pleted at the request of display manutac- 
turers, advertisers and their agencies at 
Nesbit Industries, Inc., of Chicago. The 
firm, a component parts manufacturer, 


makes no complete displays under its own 
trademark or firm name, but has complete 
facilities for wood working and_ varied 
finishes, plus a rubber molding plant, to 
ike display parts. The company notes a 
trend tor a single display to be made up 
numerous types of material, and speak: 
decided decline from a design stand 
nt of displays made entirely of one typ 
material, such as all-wood, or all-metal 
Realizing certain limitations, Nesbitt has 
stricted activities to displays that do not 
xceed one cubic foot. A number of dis 
lavs tor which the firm made component 
rts, such as screen printing or plastic 
rk, have been given excellent dealer ac- 
eptance because these small displays do 
consume too much counter space an] 

do a good selling job. 


Gaither Joins Staff 
Of Art Cohen 


\rt R. Cohen Company, Pittsburgh, an- 
inces the appointment of W. E. Gaither 
the company’s sales force. He will cover 
entire state of Ohio. Gaither has been 
the display field since 1920 and has had 
experience in display designing and 
e planning. 
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Exotic 
REED and RATTAN 
Window and nl Displays 


You'll always find new and exciting display 
ideas when you visit our plant. 


YOU ARE ALWAYS WELCOME 


U U7. Manufacturer 
BASKETS - WINDOW AND INTERIOR DISPLAYS 


3 Wert 18 & ST. New Yoax II,N.Y. CHetren 2-6264 

















We invite DISPLAY WORLD read- 
ers to make frequent use of the 
Service Bureau for information on re- 
sources for all types of display mate- 
rial and equipment from air brushes 
to zebras (stuffed), or for general con- 
sultation on display problems. No 
charge is made for this service, of 
course. 


























- This COMMERCIAL ART 
OMMESRT | Home-Study Course helps men 
get ahead 


displays, layouts, etc. 


step-by-step instructions, written by specialists—all the material 


Here are five books giving practical material for the display craftsman 
ohe. wants to improve his technique and handle a wider scope of work. 
hese books take up thoroughly the best-paying types of commercial art 
work, show what sells, and how it is produced. They enable you to 
brush up on fundamentals and special points of techni que—they teach 
you the essentials of doing representative drawing, fashion figure draw- 
ing, all kinds of lettering, rendering of commercial subjects of many 
types, practical design—just the type of material you need to handle 
the most popular forms of advertising and commercial illustrations, 


McGraw-Hill Commercial Art Library 


These books save the reader’s time with brief, punchy text that gives 
essential instructions in usable form. In addition many illustrations 
and examples give the artist visual instruction, inspiration, and models 
of many types of work. Old-fashioned, standard, and modern letters, 
alphabets, and scripts; advertising illustrations ; posters; show- cards; 
book and printing designs; fashion drawings; practice forms; renderings 
in many mediums; etc.—more than 1300 illustrations in all—form a feature 
alone worth the ‘price of the Library. You get this. plus complete, 


you 


need to carry on a definite improvement plan and make more money 





Save $2.75 with Library ofter 


Bought singly, the books in this Library would 
cost $24.50. Under this offer you save $2.75 on 
this price and in addition have the privilege of 
paying in easy monthly installments while you 


City and State 


Position 


use the books. See how this Library can help Company DW-9 
you. SEND NO MONEY. Just mail the coupon , 
now, to receive the complete Library promptly, (For Canadian price write McGraw-Hill Co 
for 10 davs’ examination subject to your accept- anada, Ltd., 12 Richmond Street E., Toronto 


ance or return. oo o = — — (gqmmmmoenececcecceccceccccsscsess 


5 VOLUMES 
1278 PAGES McGraw-Hill Book Co., 330 W. 42nd St., N. Y. 18 
Send me the McGraw-Hill Commercial Art Li- 
HUNDREDS brary, 5 volumes, for 10 days’ examination on ap- 
OF proval. In 10 a ee — oy My a bee 
cents postage, anc monthly ti /2 1S palc 
ILLUSTRATIONS or return books postpaid. (Postage paid on orders 
AND accompanied by remittance of first installment.) 
EXAMPLES 
Name 
Address 
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y PE The ARISTOCRAT” Display Hangers 


For LADIES SUITS and SKIRTS 


No more skirts falling from 
hangers! The weight test is 
one of the many rea- 
sons hundreds of stores S 
are replacing old dis- 

play methods with the rugged 
“ARISTOCRATS.” Hanger 
operates entirely inside skirt 
—Customer is assured com- 
plete unhampered view of 
front and back . . . without 
removing skirt from hanger— 
Holds skirt perfectly smooth 
and straight—Every pleat and 
seam neatly in place. — No 
clamps to hide the belt-line— 
No clamp marks to mar g 











































the fabric—No folding 
of skirt top—No time . 
lost in removing and replacing 














hangers — No cluttered dis- 
plays waiting return of gar- 
ments to hangers. — Hangs 






twice as many garments in a 
given space. 


Mfgd. by The C. |. TOGSTAD CO. Dept. ow-29 KOKOMO, INDIANA 












JOBBERS AND MANUFACTURERS everywhere proclaim 


PETAL TOP WIGS 


The Finest in the U. S. A. 
Tops in Quality, Style, and Production 


NU-SHOW DISPLAYS 


97 SIXTH AVE. NEW YORK CITY 13 
































\) | SPEEDTAG NEEDLES PLASTIC SNOW BLOCKS 
. eeaginscr cee ton ei nh is’ =x SY =z 6, Ne each 
\} \ Shoe Card Holders W iodens Eadie Pure White Featherweight 
: Ticket Hooks—Price Tag Holder, etc Shipping charges prepaid 
ai Price Card Holders 
we 4 \ Send for Illustrated Price List SAROSY SPECIALTY COMPANY 
QY \| RUDOLF ORTHWINE CORP. PAINESVILLE, OHIO 
\ Sa | 516 W. 34th St., New York 1,N.Y. 
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MODERN STORE FRONTS 
[Continued from page 82] 


is so necessary for the selective buyin 
trend we are now experiencing. 

Mirrors play an important part in desig 
today because they can reflect and mak 
wide what would ordinarily be a narroy 
span. They suggest a spaciousness much 
to be desired to further the openness in 
tended. When used on columns, they d 
much to decrease the latter’s size and, in 
some cases, columns seem to. practically 
disappear. Surveys also show that there 
a decrease in shoplifting after installation 
of larger areas of mirrors. 

The symbol of identification or store sign 
should be very carefully done. If some par- 
ticular style which is individual could be 
used it would help further to distinguish 
the store. Particular care should be taken 
nevertheless because in an effort to arrive 
at something different the result may be 
badly executed. Clear, concise and well 
proportioned lettering is always safe and 


| decorative. The lettering should be suffi- 


ciently large to be visible and it would be 
well to place it horizontally on the building 
because it will not necessitate changing 
when and if zoning will prohibit the pro- 
jecting sign. 

Trying to use some of the imagination 
mentioned earlier, we have developed a 
type of store design which we think is 
rather unusual and meets to some degree 
our problems of today—realizing that there 
is and will be more effort placed on de- 
centralization in our living and in com- 
munity planning, and realizing that due to 
the past shortages and restrictions many 
stores have not been able to modernize (let 
alone keep their places in adequate repair) 
building and remodeling should be some- 
what spontaneous. Thus, time and circum- 
stance seem to provide store owners with 
an opportunity to do their modernization 
collectively. In so doing our idea, we be- 
lieve, does as much esthetically as it does 
merchandise-wise. 

Overlooking the savings in cost of build- 
ing that would be had in group or co- 
operative modernization, the benefits gained 
display-wise far exceed their cost. 

When several merchants, or all within a 
city block, cooperate and plan their mod- 
ernization program together, the over-all 
effect of the block itself becomes a tre- 
mendous advertising means because in its 
massiveness alone it attracts considerable 
attention. Usually with such arrangements 
however, in the past, each individual met 
chant was limited in the designing of his 
particular store to such a degree that he 
had no individuality. With the arrange 
ment we suggest, not only does the mer- 
chant have individuality, but also his stor¢ 
seems to take on additional foot-frontage 
without actually doing so. This can onl) 
be accomplished by design and it is done 
in such a manner that the stores on either 
side use the same pier or wall surfaces as 
you do yourself. This adds up to two 
additional pier widths for your store as it 
does for the others. The design-way re 
quires that the color of one side be differ 
ent from the other, but that lends additiona 
interest and so should certainly not be a1 
objection. 
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An architect Discusses 

Ste > Fixtures 
following is excerpted from a discus- 
f store fixtures by Daniel Schwartz- 
\ITA, at the Store Modernization Show 
at, in a few words, describes the 

bjcctives of a well designed store fixture? 


inswer is simple—‘no store fixtures’! 


But before the fixture manutacturers start 
for my scalp, let me say ‘It is a fine 
tive but not yet practicable’. If it were 


ow possible to retain invisibly mer- 

ise at the proper height for examina- 

ind uandling, and to keep some mer- 

ise in view and prevent its handling, 
provide for the orderly stocking 

yithout the use of opaque or perishable 
materials, we would have an ideal means 
turing. However, since we must con- 
with these present practical considera- 
we can at least design with that 
il objective, in the same way that we 


gel 


lesign our store exteriors with visual 
fronts and the least amount of architectural 
bstruction. 


“The forward stock problem is the largest 
bstacle in this regard, especially in de- 


partments with quick turnover. The show- 
ise on slender legs is a proper step in this 
lesign direction, but it leaves the stock 
problem to be solved elsewhere. Where 


space 1s no consideration, this can certainly 
omplished, but where space is limited, 


the showcase counter with display above 


ind stock below, is indicated, and color and 


texture, to achieve a completely coordinated 


lesign result, must be resorted to. 


‘It this main objective is kept in focus, 


the design of overglamorous fixtures which 


bscure, overwhelm, or compete for atten- 
with the merchandise is avoided. We 
provide easily maintained backgrounds, 
igainst which the display department can 
fresh and exciting presentations, dis- 
ot complete assortments, or displays 
whi give merchandise the opportunity to 
ject its fashion importance or price ad- 
tage with maximum effect. 
a departmental display could be seen 
many customers as all street show 
indows, it would be ten times more valu- 
ble because the selling is conveniently 
djac nt and the customer interest is easily 
ried to completed sales. 

e is glory to spare for the designer 
ind manufacturer who can produce the 
tely unobtrusive but efficient fixture 

isonable cost. It is my belief that the 
industry will help most to solve this 
blem for us. They were there supplying 

1 when the first store fixture con- 
vas given out, and during recent years 
ave made tremendous strides in meet- 
demands of the modern designer for 
rials for new function and design prin- 
We now have laminated, non-shat- 
glass; scratch proof, heat resistant, 


d glass, and colored, opaque, struc- 
glass. When these materials can_ be 
ed in minimum thickness with result- 
eduction in weight and cost, we will 
our way. 

e production of well designed, mod- 
cost, easily available, basic store fix- 
will not be the complete answer. It 
permit, however, a greater concentra- 
by the designer on the architectural 
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Whereare the Tacks? 


No need to look for them. They're 
right in the magazine of the 


STAR * 


One Hand Operated 


AUTOMATIC TACKER 





Model S18 Tacker 


Just press down on the handle to operate. 
Tacker weighs only 29 ounces. Hold work 
with one hand and tack it with the other. 





Special offer to readers of Display Tack close to edges and corners. Tack 
World — |! Model SI8 Tacker and where you can't swing a hammer. 

5000 staples $8.75 Twinpoint staple tacks hold better and make 
Money Back guarantee. only tiny inconspicuous holes. 


STAR PAPER FASTENER COMPANY 


Display Supplies Department NORWALK, CONNECTICUT 











Let “REZ-NAT“ 
— SLEEVE FORMS— 


Put the punch in your clothing display. 





A Sure Hit! = 
PROVEN BY THE RESPONSE io cas 
ee rig A 


a“ 


IN 


- 


$4.50 — Without Springs , 
$4.75 — With Springs a 


TANZER DISPLAY CO. évéxer'as, iwass. 


ne 
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background, special details, color and light- 
ing which determine the real design char- 
acter ot the project.” 
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Free 


Every Display man, woman, boy and pi ‘ OV 
girl will want this! A complete and wy! 
authoritative text on papier mache N\ aa 
reproductions and originals. Tells WOLD eonstd § 
everything! Materials needed, Tech- yn 

niques and applications. Start work- 
ing immediately in your own store 
studio creating your own papier mache USE THE 
props, or set up a small shop of your 


own for a profitable sideline. Com- OPPORTUNITY EXCHANGE 


Catalog 











plete treatise sent prepaid upon receipt | For any WANT AD purpose: 
of One Dollar, cash or money order. POSITION WANTED POSITION VACANT 
The House of Charm Craft, 334 || USED DISPLAY EQUIPMENT FOR SALE 


REPRESENTATIVES WANTED 


Lackawanna Avenue, Scranton 3, Pa. $3.00 Per Column Inch — CASH WITH ORDER 
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FOR 
A 
COMPLETE 
LINE OF 
ARTIFICIAL 
AND 
NATURAL 
PRESERVED 


FLOWERS 


AND UNUSUAL 


DISPLAY 
NOVELTIES 
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H. H. GOULD DISPLAY 


37 EAST 28TH STREET 
NEW YORK 16, N. Y. 





































 Ditplays 


of unique artistry 


Duran’s mannequins exemplify the 
perfect blend of artistry and realism. 
Made of Dura-quin, which has a skin- 
like texture, mannequins by Duran are 
feather-light and lastingly sturdy. No 


peeling! No chipping! 


Included among more than 60 
varied and distinctive styles 
are: 


@ Sitting Woman—7K, 
Size 12 

@ Man with Flexible Arms— 
606, Head 12, Arms B 

@ Standing Boy—20-Year 
Prep 

© Standing Bobby Soxer— 

8E Jr. Size 








Write 


tion. In their fine sculpturing, Duran’s 


today for additional informa- 


displays will be a boon to your store 
merchandising. 


DURAN’S Style- “eal 


27-31 Bleecker St., N. Y. 
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Addition To Staff 


For Maison Blanche 

Hope Richardson has joined Maison 
Blanche, New Orleans, where she will 
have charge of arcade window display under 
the direction of Frank Vermilye, display 
manager. She headed the display depart- 
ment of Levy's Ladies Toggery, Memphis, 
for the past three years and prior to that 
time was with the John Gerber Company. 





Display Placement Agency 
Formed In New York 

Career Builders is the name of a place- 
ment service organized in New York City 
not long ago and catering to display per- 
sonnel. Located at 35 West 53rd_ street, 
the company serves both employers looking 
for suitable display people and displaymen 
in search of a new connection. Franklyn 
C. Wiskow is director of Career Builders’ 
department specializing in display personnel. 





Additional Space 
For Milwaukee Firm 

The four-story building at 521 Broadway, 
Milwaukee, has been leased by The Display 
Corporation in order to obtain more space 
than was available at the former location, 
357 East Erie street. Various additions and 
improvements in the company’s production 
facilities are being provided by the change, 
according to Lloyd Sauer, president. 





Silk Screen Processing 
Training For Veterans 

A seven-month course in silk screen pro- 
cessing is now being conducted by Wesley 
Petty, Effingham, II]., for veterans of World 
War II, and a number of the 100 veterans 
already graduated have found positions in 
the display field. 

Students are introduced to the general 
principles of screen processing and then 


—A section of the classroom of the silk screen 
process school— 
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learn, step by step, the various technicalj- 
ties involved. Holding to the belief that 
this method of reproduction is an art that 
can be mastered only through actual prac- 
tice and practical instruction, Petty requires 
each student to perform every step over and 
over until he learns it thoroughly. 

A novel feature of the course is the fact 
that Petty provides dormitories for single 
men and low-cost efficiency apartments for 
married men. While there is usually 4 
waiting list of students, it is pointed out 
that selection is based on the applicant's 
particular aptitude. 





Siegel Brochure Describes 
""Wonderform Kids" 

Nat Siegel, Inc., 39 West 37th street, 
New York City, has released a_ brochure 
showing the many display applications of 
“Wonderform Kids”. These figures repre- 
sent children from 4 to 7 years old; they 
are stuffed with sponge latex and covered 
with washable flesh-colored rayon and 
cotton fleece and have a pressed mask face 
with hand-painted features and rayon yarn 
wigs. The figures, which are 42 inches 
high, can be assigned to any fixed pose. 
Copies of the brochure are available on 
request. 





Danzig Now With 
Saks-34th Street 

Formerly with the display department of 
Arnold Constable, New York City, and 
Martin's, Brooklyn, Daniel Danzig is now 
with Saks-34th street, of the former city, 
as assistant to Alfred Kay. 





Richker Starts Firm 
In Houston 

Erwin Richker has formed a firm known 
as Eri Modern Interior & Window Display 
at 1016 Ruth = street, Houston, and_ will 
specialize in backgrounds and layouts for 
stores. 























Cas 
On 


to 
plas 
pan 
quel 
plas 
tion 
od 
we 
had 
ans \ 
tion 
WOO 
cent 
is 1 
find 
bett 
old. 
plas 
the 
gol 
plas 
No | 
use 
tion 
shot 
he 
ot 
sold 
witl 
ne 
casi 
‘ske 
the 
che 
S 
type 
pre: 
and 
As 
dre: 
and 
le p 
is 
to 
blo 
WO! 
ior 
enc 
ind 
ver 
ote 
A 
alo 
Ert 





nical. 
[that 
t that 


Quires 
Tr and 


C tact 
single 


ts for 


d out 
Cant’s 


treet, 
chure 
1S of 
epre- 
they 
vered 

and 
face 
yarn 
nches 
pose. 


e on 


nt of 
and 
now 
city, 


1OWN 
splay 
will 
for 


‘Netto | 18 on. 











SEPTEMBER, 1947 


Case History Reports 
On Plastic Hangers 


7 question of whether it is advisable 
to ! place wooden hangers with those of 
plastic is one which the J. C. Penney Com- 
pany decided to solve for itself through 


queries to member stores which use the 
plastic hangers ; the following are quota- 
tions from letters received on the subject: 

Store No. 104, McCook, Neb. “Frankly, 
we think they are swell. To date we have 
had no breakage at all and they certainly 
answer to a better departmental presenta- 
tion job. The design is right. The old 
wooden hanger would not keep a= dress 
centered on the hanger; these will. There 
is no unsightly chipping of enamel. We 
find that even our fabric coats for fall look 
better on these new hangers than on the | 
old. Also they harmonize with the new | 
plastic fixtures that we use in the store at 
the present. You can tell from the fore- 
going that we are 100 per cent sold on 
plastic hangers.” 

Store No. 224, Connersville, Ind. “The | 
use of these hangers improves the presenta- 
tion tremendously. In my opinion any 
shorter life than the wooden hangers would 
be overcome by the improved appearance 
of the garment. In other words, we are 
sold on them. We have only one difficulty 
with these hangers and that is a very minor 


me. The hooks in the hanger turn very 
easily and sometimes the racks get a very 
‘skewed’ appearance. That has meant that 


the sales people have had to keep closer | 
check on the appearance of their racks.” 

Store No. 1,484, San Francisco. ‘This 
type of hanger definitely is a plus in the 





presentation of this class of merchandise | 
and we heartily recommend the use of same. | 
As you know, we already used the plastic | 
dress hangers in one of our departments | 
and would like to extend it to all of our 
departments where this same merchandise 
is sold. At this writing it is hard for us 
to conceive of using the same hanger for 
blouses that we do for dresses and we are | 
wondering just what type you are planning 

ior the blouse presentation. Our experi- 

ence to date in the dress department would 

indicate that these hangers would stand up 

very well, as we have had no _ breakage 

occurring so far.” 





A large number of stores queried replied | 
along similar lines, according to Dave 
Erthein, National Hanger Company, Inc., | 
253 West 26th street, New York City. 





Schube To Manage 
McAlpin Branch 
For the past several months display man- 
ager for McAlpin’s, Cincinnati, Earl Schube 
heing transferred to the Paris, Ky., 
McAlpin store as general manager. The 
position left vacant is being filled by Melvin 
Frederick, formerly with the display staff of 
Shillito’s, Cincinnati. 











Don’t forget—send in your news 
items about all happenings in the 
display field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen anywhere. 


=e 
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Compare These Prices 
TOP QUALITY 


HOLLY WREATHS PRINCESS PINE WREATHS 


Natural Preserved Flame Proofed Lycopodium 
with Berry Clusters with Berry Clusters 
Sizes 
$ 8.50 DOZEN 14" $11.00 DOZEN 

11.50 a 16" 14.00 54 

13.00 2 18" 20.00 e 

15.00 A 20" 26.00 m 

29.50 7 24" 40.00 

4.95 EACH 30” 6.00 EACH 

tae 36" 9.00 " 

1a50.* 42" 12.00 "™ 

Princess Pine Roping — Flameproofed Lycopodium with Berry Clusters 
3° 16:4" .. « Ge VB. 4° TOS"... Se 


ORDER NOW — JOBBER ORDERS ACCEPTED 


DISPLAY PRODUCTION CENTRE, INC. 


“Headquarters For Display” 


Under direction of Jac M. Lesser 


35 WEST 36TH STREET NEW YORK 18, N. Y. 








ER110 ER103 ER137 ERI11 ER102 ER105 ERI01 


WORLD’S LARGEST MILLINERY HAT RACK MANUFACTURERS 


EMPIRE 


HAT RACK & FIXTURE CORP. 


7 EAST 19th STREET, NEW YORK 3, N.Y. 
Tel: GRamercy 7-4385 








CARDBOARD 
WHITE and COLORED 


Available in All Thicknesses and Sizes 


MANUFACTURERS OF QUALITY CARDBOARD 


SHOPSIN PAPER CO. 


112 CHARLTON ST. WoOrth 4-6038 NEW YORK CITY 14 
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Midwest's New 


FLEXIBLE MAN MANNIQUIN 


With 2 Bodies — sits, stands, flexes to 
any position! 


_ 
‘ 










Lsed by the finest stores in the country, aggressive display 


men give Midwest's latest addition the flexible Man 
Manniquin an overwhelming welcome It’s new, it’s 
different well made oi light’) composition the only 
flexible man manniquin” on the market and with 


bodies to give you maximum usage at a saving in cost 
IT'S FLEXIBLE 

Its demountable head can be turned in any direction, also 

adjust to any position the 

standing, bending, flexing 


up and down the arms 


top torso can be used for sitting, 


2 bottom § sections, one for standing, the other with 
adjustable legs for sitting, squatting, crouching, loafing 
positions overcomes all the limitations of old-fashioned 
models It is flesh colored and has attractive features 

ORDER NOW 


Order your Flexible Man 
satisfied with any 


Be ahead of the parade 


Manniquin 
other Choice of heads 
Write for new fixture & display catalog 


MIDWEST 
MANNIQUIN DISPLAYS 


MILWAUKEE 2, WIS. 


never be 
also extra heads available 


today you'll 





532 N. WATER ST. 








WINTER WHITE 





SNOWFLAKE BOUQUET 


All white flittered bouquet 
2 to box—vase not included 
§ . overail...... $13.00 ea. 


DISPLAY MANUFACTURERS MART, inc. 
“Coarylhing for Display” 


3Sth STREET NEW YORK |, N.Y 








34 WEST 
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GLDA News 


By C. H. FADEM, Secretary 


HI* first mailing of our photograph 
service started July 15, and if 
the complimentary letters received are 
unanimous approval of a 
then we believe we 
with the bases loaded. It 
that all the 
designed 


display 


an indication ot 
much-wanted service, 
hit a home run 
gratifying to know 
hard work put into this 
to offer ideas and suggestions to all paid 
Great \ssociation 


performance for 


is very 
service, 
Display members, 
pound of 


Lake 5 


really IVES a 
every ounce OI promise 
Ten photographs are mailed free, once 
each month, to all paid members. This 1s 
the finest kind of service ever offered by any 
membership—a 
display 


Great 


organization to its 
value. If you are in 
and live or work within the eight 
Lake write C. H. Fadem for a 
membership application blank and get this 


display 
really true 


states, 


free, together with educational 
Dues are $10 


photo service 


bulletins, once each month. 


per Veal 

Great Lakes and Ohio Display Associa- 
tion members attended the National Asso- 
ciation of Display Industries Market Week 
in great numbers. This display show, with 
its colorful mass of eye-catching exhibits, 
record as a 
irom the manutfac- 


no doubt will 20 on 
undertaking 


very 


successful 


turers’ point of view It made one feel 
pretty good to meet old friends at every 
turn. On the elevators—in the dining rooms 


through the ex- 
like Charley 


around the lobbies—all 
hibit hall—one met oldtimers 


Wendel, Oscar Luke, Eddie Osterland, 
Morris Black, O. B. Springer, Bill Arinow, 
George Cooke, Guy Malloy, and hundreds 


that at one time or 


impetus to the display 


of other displaymen 


another gave much 
prot §s10n 


} 


This big-time gathering brought memories 


ot the conventions of vesteryears, with one 


exception: it was missing that,displaymen’s 


touch—a certain display spirit so necessary 


to complete a 100 per cent display gather- 
ng It lacked that 
enthusiasm that once 
displayvmen of the 
helped to 


what it is today 


display organization 
captivated the atten- 
nation, that 
display 


tion ot the 
solidarity that make. the 


mndustry 


Blac k, 


recently elected pres! 
Ohio , 


\ssociation, 1s 
that will 
plan to organize many 


dent of the Display 


busy rounding out a program 
include an extensive 


display groups throughout Ohio 


a. J 


Rappold’s, 


director for 
being elected to the board 
the Ohio Display Associa- 
tion, went right back to Warren and or- 
ganized the Warren Display Guild. Elected 
to office are: H. L. McCullough, president; 
H. I). Moore, display director for 
Roebuck & Co., vice-president; Bob Tilton, 
Sherwin-Williams, secretary; Hal Price, 
treasure! 

Meetings will be 


McCullough, display 
atte! 
ot directors ol 


Sears, 


held 


every Thursday 
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McCullough is well liked and has the sup- 
port of the retail merchants, and if li- 


cations mean anything we will be hearing a 


lot about Warren displaymen. 


C. M. Shrider, display director for the 
\. E. Starr Company, Zanesville, known the 
nation over for his prize-winning windows 


adds another to his long list by taking 
second prize of $50 in the Easter display 
contest sponsored by Hart, Schaffner & 
Marx. 

Grant Orbin, display director for The 


Stern-Mann Company, Canton, and _ third 
vice-president of the ODA, expects to have 
displayman in town as a member of 
the Canton Display Guild before the fall 
meetings roll around. Sixteen—all GLDA 
members from Canton—attended the NADI 
Market Week. 


every 


Estes, who needs no_ introduction 
past-president of the IAD, is now 
located in Cleveland, taking charge of the 
Bond’s new and 


is plenty 


Dave 
as 2 
most modern 
just 


windows at 


store. Dave busy now, but 


Just as soon as we get our cue, Dave will 


be introduced to the Ohio boys 


Robert W. Franzen, manager for Dorothy 
Lynch Studios, Chicago branch, will report 
for the GLDA. Watch for his comments 
on the Chicago window ideas An 
interesting item sent in by Franzen deserves 
mention. It’s about a billboard display, and 
it goes this way: 

“Something a_ bit 
play is the 


boys’ 


different in retail dis- 
billboard ad- 
Madison 


lovely 


outdoor 
vertising of Madigan’s on West 
The billboard art—a 
lady in the foreground with a line drawing 
background 


striking 


most chic in 


of a handsome male in the 
The gown is the keynote, and this is high 


stvle advertising in an unusual medium.” 


mailing our 
on in- 


For months we have been 
membership educational bulletins 
terior store and window lighting, and other 
felt important information to every 
come to the finest 
display 
better- 


wane 
nave 


data we 
one in display. Now we 
and most 

organization 
the display 
“Question and 


valuable service any 


ever designed for the 
ment of protession. We 
inaugurated a Answer” de- 


partment on interior store design, windows, 


store fronts and remodeling of every de- 
scription. To be sure we may be oi real 
service and render professional advice to 


the persons writing in for information about 
their spent months in 
trying to make contact with the right archi- 
many 


store problems, we 
tect who could help us answer the 


received about store ex- 


designs and 


questions already 
architectural store 
Nathan Bernstein, a registered 
May we suggest 


Question and 


pansions, 
remodeling. 
architect, was our choice. 
that you 
\nswer 


write in to our 
Architectural Consultant. There 
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V1 e no charge for this service. Bern- 
ste vhose records we proudly accept, 
stered in New York and Ohio. Direct 
uestions to C. H. Fadem. 
Stromberg, president of the Mutual 
is & Mfg. Company, Cleveland, makes 
the GLDA annual display photo- 
contest. Stromberg, who has_ been 
| with the display profession tor 
than 30 years, is recognized as one 
profession's staunchest supporters. 
contest is open to all displaymen 
out the eight Great Lakes states 
It covers 18 classifications and offers 
attraction $500 in cash and_ prize 


$2,175 Offered 
In Contest 


| Byer-Rolnick Company, Garland, 
is offering a total of $2,175 in Sav- 
sonds for the best displays featuring 
mpany’s “Resistol” hats. Three sep- 
divisions are included in the contest; 
tores in cities of more than 200,000 
ition, those in cities between 50,000 
200,000 population, and for stores in 
unities of under 50,000. Identical 
will be awarded in each group, con- 
of $500 for the best display, $100 
nd place, and $50 for third; there 
be awarded 15 “Resistol’” hats 

at $15 each and made to the win 
rdet 
Full details on the contest can be ob- 
ined direct from the company. In brief, 
rules provide that “Self-Conforming” 
omfort” be the theme of displays, 
“Resistol” hats as the principal mer- 
indise shown. Entry is by 8 by 10-inch 
graphs, for which the sponsor will 
$3.50 for one photograph of any one 
The contest starts September 5 

ds October 15. Judges are: Guy 


Ma Neiman-Marcus Company, Dallas; 
C. KE. Count Mayes, Frontex Company; Ray- 

P. Locke, Trace-Lock Company; 
Ernest Hubbard, Hat Life Magazine, and 
Vl 


lark Sloman, Men’s Apparel Reporter 


“Circlarc"’ Fluorescent Lamp 
Introduced By Westinghouse 
\ new semi-circular fluorescent lamp that 
provides more light than a 50-watt incan- 
descent lamp, but consumes only about one- 
the power, has been introduced by 
tinghouse Lamp division. Designated 
irc,’ the new lamp is recommended 
rchandising displays and for interiors 
the lamp itself will add a decorative 
las The “Circlarc” is an 18-watt tube 
ul to form a half circle 12 inches in 
It has a useful life expectancy 
) hours at three hours average burn- 
each start. 
Food Industry Exposition 
Scheduled For January 
have been completed for the second 
Food Industry Exposition on the 
City Steel Pier to be held Janu- 
21, inclusive, concurrently with the 
| trade meeting of the year. The 
ndustry get-together promises to 
. throng in excess of the 22,000 who 
| the last convention. 
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THE “INVISIBLE” SHOE FORM! 
CLEAR PLASTIC! FITS EITHER SHOE. 
MAIL THIS CONVENIENT ORDER BLANK TODAY! 


Firm Name 
Street eaneeasion 


City . . Zone State ee 


211 N. Seventh St. 


113 


SIZES 
ere 4'2-5 Shoes 
MMMM S50 oso wi ehie-are 512-6 Shoes 

PRICE LIST 
a eee $ 1.25 ea. 
ee 15.00 doz. 
CT ee 13.50 doz. 
A GamOe Ollie. cee 12.00 doz 
[] SEND PAIR @ $1.25 
[] 1 doz. small @ 15.00 
[] 1 doz. large @ 15.00 
[] 3 doz. small @ 13.50 
[] 3 doz. large @ 13.50 
[] 4 doz. small @ 12.00 


4 doz. large @ 12.00 


_] Please send, without obliga 
tion, “Modern Design on Display 
your catalog containing 60 illus- 
trations of modern fixtures. 


Trade Mark Registered“ 


ROGER KENT COMPANY .... . Plastics 


St. Louis~' \Mo., 





moves dirt, oil, grease, finger 


Plus smoothing paper 
and soft cloth expressly made for all plastic 


ART R. COHEN CO. 





HERE'S THE EFFICIENT, APPROVED WAY TO BEAUTIFY AND 


LUCITE, PLEXIGLAS AND OTHER PLASTIC SURFACED 


DISPLAY FIXTURES 


HANDY KIT CONTAINS: Plastic surfaces attract film and dust. These handy kit aids 
el Quart Cleaner protect and beautify, intensify the transparency, keeping dis- 

plays ever clean, bright and sparkling, making constant dusting 
e! Quart Wax unnecessary. The wax furnishes a tough, transparent film; the 
el Quart Burnisher burnisher removes marring scratches and haze; the cleaner re- 


handy for efficient and economical cleaning and polishing 


Complete Kit $4.50, F.O.B. Pittsburgh 


OF YOUR 


marks, etc. The ideal kit to have 


surfaces. 


810 PENN AVENUE 
PITTSBURGH 22, PA. 











Get Sparkling Display Effects: 
° DIAMOND DUST | 
e SILVER FLITTER ; | natural 
e CRYSTAL BEADS aE dispicy 


4 


e GLASS TINSEL 3 wi GS 
Glass Tinsel is available in Silver, Gold, ¢ 
Blue, Green, Red and Black 


to top off your 
mannequins 


Arranjay’s Wig Co, 


Prices and samples furnished upon request } | WiC SUPPLIES. 
DOMESTIC AND EXPORT 

EMPIRE TINSEL & BALLOTINI CO. : $2 WEST 20TH ST. 

1265 Broadway New York, N. Y. NEW YORK CITY 
q Telephone Chelsea 3-8340-1 














@ PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS @ 
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“BEST” No. 75 CLIP UP TYPE LAMPHOLDER 
For the Popular Reflector Spot and Flood Lights 















As illustrated, with 6' of approved 
rubber cord, substantial plug and 
push-through socket, but less lamp, 


$ : -30 ea. 


Order an ample supply today 
from your Display Dealer. If he 
cannot supply you, write or order 


from 


BEST DEVICES COMPANY Givetno homo 

















































Window Floors Look Different With 


sea shells, fibre glass. ete. Can be used for exterior or interior displays. Good around t 
trunks, pots. pedestals, ete. It’s first choice in leading stores from coast to coast. Gi 
greater coverage. easy to handle. No experience necessary, anyone can sprinkle them arou 
Also can be adhered with adhesives to paper, wood and fabries. Catalogue furnished. 





No. 6—Wood Chips No. I—Flat Wood Flakes 182P—Wood Kubes 


NATIONAL SAWDUST CO., Inc. Display Dept. 


We sell by weight. not per bag or cubie feet, which costs more. 
65 NORTH 6th ST. BROOKLYN II, N. 


“Be sure to specify Kew Bee Kut if you want the finest.” Catalogue furnished. 


Rich Colored Wood Flakes--Kubes--Chips 


SNOW — TINSELS — DIAMOND DUST, ETC., FOR XMAS SEASON 
Prompt shipments. They create color and effect. Ideal for creating many effects. Also 
manufacture Lawn Grass. Sand in various colors, stones, tinsels, diamond dust, pearl chips. 


ree 
ves 
nd. 





_a 
























NATURAL CHRISTMAS GREENS 


Attractive and inexpensive Balsam roping suitable for store or street decoration. 
This graceful roping is ideal for exterior or interior use. Well rounded and uni- 
form in 100 ft. rolls. 


12"-14" diameter, per 100 ft. roll . . . . . . $5.95 
16"-18" diameter, per 100 ft. roll . . . . . . $7.95 
Large Balsam wreaths, double faced . $2.95, $3.50 and up 


Add 10° additional for single rolls. Order today from North Central area’s oldest established firm under the 
ame ownership in the same location. Prices F.O.B. La Crosse or North Woods. No Shipments before November 1. 
On account of the heavy demand tor this type of decoration we urge that you place your order at once. 


SEMSCH DISPLAY SERVICE 


626-628 S. 3rd Street La Crosse, Wisc. 




















THE HOW AND WHY OF 
STORE LAYOUT 


[Continued from page 35] 


Department store layout plans vary con- 
siderably from some of the chain = store 
plans. However, the departinent stores ar 
not selling the chains short. During the 
war many department stores tried more 
and more chain store methods by laying 
out departments for self-service or self- 
selection. They introduced new ideas, too, 
chiefly to meet the manpower shortages: 
and these lower expense plans will have 4 
definite influence in store planning methods 
of many department stores tomorrow, es- 
pecially in basement departments. 

Here is a little booklet entitled “Mer- 
chandise Display for Simplified Service in 
Department and Specialty Stores” put out 
by the United States Department of Com- 
merce for just a quarter. It is a result of 
a survey of hundreds of department and 
specialty stores. It might be well to write 
for a copy if you don't already have one. 

When planning a store layout, regardless 
of the type of store, it might be well to 
keep streamlined selling in mind, as_ the 
trend is in this direction. It certainly 
wouldn't be very wise to consider plans 
that increase selling costs; and we must 
remember, too, that style stores must re- 
flect the character of style stores. In any 
event, keep in mind that space costs money 
regardless of the type of store. All retail 
store expense can logically be charged 
against space, as this expense represents 
the money that must be paid out to main- 
tain that space. This retail store expense 
represents such items as rent, heating, light- 
ing, advertising, salaries, taxes, deprecia- 
tion, ete. It is the overhead expense—the 
money that must be paid out just for the 
privilege of being in business—and it does 
not include a retailer's investment im mer- 
chandise. 

The sales area is just like a blank page 
in a magazine. The success of the blank 
page as an advertisement would depend 
on how the space is used to tell the story 
through illustration and copy. The same 
amount of ink could be used in many ways 
for different advertisements, and the result 
would vary depending upon the effective- 
ness of the story told. Like the blank 
page, the walls and floor space of a store 
or a department are an investment. which 
can be made to pay off, and functional 
store layout to expose more merchandise 
to more people is one of the keys to the 
pay-off. 

Our store layouts should be functional 
in terms of making the law of averages 
work for the retailer. Obviously, it is im- 
possible for sales people to suggest each 
item of merchandise offered for sale to 
each prospective customer, but if the cus- 
tomer can see all of the items properl) 
displayed, the articles automatically suggest 
themselves and the selling job 1s started 
[ don't necessarily mean open displays for 
all types of stores. Visual display fixtures 
can be made to reflect high style, too 

Many times retailers feel that more spact 
is necessary to do more business im at 
existing area. This is not always true 
Many times only a small portion of the 
potential display and selling space is bemg 
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to full advantage. These sales areas 
in effect, be greatly enlarged merely 
by taking full advantage of the existing 
os So why not fill the store sales area 


wit! as many display fixtures as possible, 


but still keep the aisles large enough to 
permit an easy flow of traffic—not too wide, 
not too narrow. Naturally, stores with 
hea traffic require more aisle space, and 


customers don't like to feel crowded or 
hemmed in. The more productive display 
space a store has properly equipped with 
| facilities, the more different items 
featured through display. 

When vou know the total 
area ol the productive display 
any given department, you can divide this 
fieure into the total expense figure for the 
department. The answer tells you how 
much gross profit each square foot of dis- 
play space will have to produce in order 
to do its part in offsetting the expense of 
When you have these indi- 
considered as 


display 
can be 
square foot 
space for 


doing business. 
vidual figures, they can be 
the value of the productive display space 
The best store layout 
facilities to reduce selling costs will expose 


in terms of expense. 


more items per square foot of selling space. 
Yet these items should be displayed in a 
neat and attractive manner and not over- 
crowded—the manner depending upon the 
type of merchandise and the type of store. 

Now up to this point, I've tried to illus- 
trate the value of making the most of dis- 
play fixtures, but the right store layout 
facilities are not enough. ‘A retailer still 
has the job of buying and displaying mer- 
chandise before he can sell it. There is an 
old saving to the effect that “merchandise 
well displayed is half sold.” Such sayings 
only serve to confuse the issue. If the 
merchandise has value, and has demand, it 
can be sold through timely display. If the 
merchandise does not represent value, the 
retailer would just be robbing himself of 
valuable display space which would be like 
placing his money on a losing horse. 

No matter how you analyze it, the only 
job of display is to “pipe-in” the buying 
traffic for “in demand” merchandise to the 
point of sale and then assist in closing 
the sale. The point of sale is that place 
where the customer, his money, the mer- 
chandise, the sales story and the sales per- 
son are brought together at the same time. 
Meeting of the customer and the merchan- 
ultimate objective up to the 

t closing the sale. The efforts of 
every employee in the store are aimed 
directly at the closing of sales. Therefore, 
a retailer can not afford to neglect a single 
display whether it is in the window inviting 


dise IS) our 
time 


the customer to enter, or right at the point 
i sale inviting him to buy. A combination 
t good displays with follow-through from 
the window to the point of sale will make 
4a Well-planned merchandising program per- 


. ethciently; but poor displays without 
toll through can upset the most carefully 
Nlanned merchandising program and_ con- 
to a loss of sales. 

nking in terms of streamlined selling 
Ice expense means that store layouts 
should make it retailers to 
| of the things they sell in plain sight 
neat and attractive manner so that 
stomer can see the merchandise and 


possible for 
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This is the unit that Paints With Light. 
Wired in three circuits. Supplied with heat 
resisting glass 55 degree spread lenses in 
primary red, blue and green. Uses 150-wott 
PAR-38 and R-40 lamps. Order now for 
prompt delivery. 


Cat. No. 391 41/-ft. section $49.50 
6-ft. section $66.00 
71-ft. section $82.50 




















COPIES 


This issue of DISPLAY WORLD 
has a circulation of 14,500 copies. 
Subscriptions are being accepted for 


immediate handling. 














USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
DISPLAY EBUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch — CASH WITH ORDER 











WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
319-321 N. Paca St. Baltimore 1, Md. 














. 








WORLD 


FOR A 
DIisPLA Y 
in many 


s Usually, merchandise will sell faster if it is 
aks HERS marked with an informative price ticket so 
* all concerned can learn the features and 


CJ-85 HEAVENLY STARS tell what it 
WHITE OR PASTEL COLORS b 


~— 4 SIZES | 
VA. = | 

$12.00 | 
GROSS 


cases even handle and examine it. 


costs. 


Usually single salable item should 
represented on display during its selling 
season, and quantities should be somewhat 
Many 


merchandise to be 


every 


in relationship to sales possibilities. 
times retailers allow 
hidden in stockrooms or stuffed away under 
These items 

Therefore, 


counters and piled in corners. 
are not exposed to customers. 
a store layout should supply the facilities 
so retailers can get articles on display so 


ASS'T. 


themselves 
fixtures 
like 


space 


will have a chance to sell 


merchandise 


they 
The 


should 


cJ-48 TWINKLESTARS 
the fixtures should make the 


WHITE OR PASTELS ) | in the 


toot ot 


MALL: $ 4.80 doz. stand on its own feet. 
Just open 


displayed on 
make the most of space, just 
most ol 
area. Every 
should be 


This is easy to check 


overall sales square 


display space made to 


| $51.20 gross as you can determine the expense per square 
same as the profit 
getting into net 
layout, why not 


QTOSS 


foot, which 1S the 


LARGE: §$ 6.00 doz. 
$69.00 gross 


SIANT: $ 9.00 doz. 
$102.00 gross 


Packed flat for convenience. 
pnd hang. 


it should produce before 


profit. To analyze a store 
that each fixture will display a 
Make a 
showing 
fixtures. Check the 

floor Then 


examine each square foot of space critically 


make sure 
maximum amount of merchandise: 
rough sketch of the salesroom 
location and use of all 

wall space as well as the space 
and ask yourself if it is laid out to pay its 
Selling 


W ise 
this 


wh Way. facilities are the tools of 


display retailers will want to make 


the most of 
\nothe 


to assume 


space 


way to analyze a store layout 1s 


cJ-82 FOUR-OUT-OF-ONE-STAR xing 


White or Pastel Colors customer inside; what 
$3.75 dozen $43.20 gross | see What does she do as a result of what 


she sees? This all upon 
| happens at the point of sale where the right 


store has attracted a 


does this customet 


depends what 
merchandise should practically “pop up” by 
being attractively displayed, plainly priced, 
telling an informative selling story. If it is 
easy for the customer to make selection, 
if the adjoining displays exhaust every sales 
suggesting related items and 
completed quickly, then 


opportunity by 
if the sale 
you are providing a store layout to sell the 


can be 


specific merchandise in a manner 


} Customer! 
prefer to buy 


in which he or she would 
that product; improve real customer service, 
thereby reduce selling cost. Proper display 
at the point of sale should make it unneces- 


LARGEST SION IN SET 10" sary to leave the spot to complete the 
| transaction Every sale is another step 
CJ-76 PRANCERETTE | toward offsetting expense and making profit. 


WHITE OR PASTEL COLORS 


To summarize 


planning with good func 
and will 
a retail store, thereby mak- 
most of and 
display 


1. Proper store 
tional 
condition” 


layout design “sales 


ing the existing space 


providing for the maximum 
facilities 
If these 
chandised with displays keyed to con 
sumer demand and with visual appeal, 
they 


motional displays, 


facilities can be properly mer 


provide for timely pro 
then the entire re- 
made to work as an 


also if 
tail store can be 


efficient selling machine 


1014" x igi" 
$8.40dozen $98.40 gross | a 


control 


of coordinated planning creates 
that facilitates 
Information from 
retailer's 
him 


s| his tvp 


“selling machine” stock 


methods stock 
becomes a 


tells 


control records tuture 


Smart Little Touches 
for Christmas, Etc. 


ARKOW-LEWIS ASSOCIATES 


705 ARCH ST. PHILA 6. PA. 


buying guid It what to buy, 
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and how much to buy.  Inforn 
from. stock control will 
him to keep his selling machine in 

with changing trends. It 
guide for arranging dis 
on counters. It can help in planning 
and feature displays to highligh 
most timely items, and it can 
guide for planning his retail advertising and 
other promotions to bring customers 


when 
records also 
and in tune 


serve as his 


dow 
becon 


store. 

like to 
marketing methods are constantly changing 
We have progressed far from the da 
the peddler and trading Toda 
have super markets, chain stores and 
retailers. The 


In closing, I'd point out. that 


post. 


efficient independent 


change, change and we 


the end. 


is change, 
never sce 

In the years to come we'll see more manv- 
A few 
part otf thei 


facturer-retailer cooperation, too. 


manutacturers are budgeting 
this marketing plan 
ning have set up programs. that 
concern themselves with not only productior 


time now for type of 


They 


and advertising, but with dealer moderniza- 
keved to the retailer viewpoint. At 
example is Cluett Peabody. Another is my 
wn company, Goodyear. A year 


tion 


ago last 
formal opening of ow 
Thes 
20,000 


had a 
Merchandising 


October we 
Visual 
laboratories 
leet Ol 
to helping our 
merchandising job 

distribution methods. 
been convinced that scientific improven 

and distribution is second in importance t 


Laboratories. 
occupy approximately 
and 


dealer 


exclusivel\ 
do a_ better 


assembly 


are dedicated 
outlets 
through 


Space 


Goodyear has 


research to improve products 

Visual Merchan- 
dising company’s inde 
pendent dealers everywhere may enjoy the 
advantages of scientific merchandising 
studies applications that could be 
available to them in no other 
equipment, the 
arrangements, the 
phases of merchandising 
dealers will have been improved 
national market. As a result of 

program, Goodyear is helping the dealer to 
do a better merchandising and selling job 
and at the same time creating more efficient 
distribution facilities. 

Visual merchandising is just 
name implies. It is a plan of 
merchandising that makes its chief approach 
from a well laid-out efficient visual stand- 
point. Its purpose is to make both 
chandise and service easier for the custome! 
to buy and easier for the person to 
sell. It includes all those things you can 
see in a retail store that are supposed to 
be laid-out to useful function 
influence sales. product and 
package, fixture equipment, store layout, 
store design, internal merchandising, 
window and feature display promotion and 
display material, and methods of pricing. 


laboratory 
Through the Goodyear 


Laboratories, the 


and 

way. The 
merchandise 
othe: 


processes, the 
displays, and all 
recommended 


this new 


what the 
simplified 


mer- 


sales 


perform a 
and Such as, 


store 


Goodyear has approximately 30,000 dealers 
and in the past 18 months, more than 
ot these dealers have been moderniz« 
a result of our store planning and 
loday we are installing an 


age of 40 modernizations a month. 


program 


We have 40 people in the departme: 


cluding registered architects, mercha 
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THE NEW 
MODEL 
hCT-830 





a8 
aes 


puzasT * ae 


Compression Tacker 






Display Men--- 
try the CT-830 


TACKER 


—The tacker with follow-thru drive 


Ideal for window trimming, tacking up 
backgrounds, point-of-sale advertising 
signs, and for attaching silk screen stencils 
to frames. Drives DUO-FAST Staples in 
14," 5/16" and 3g" lengths. Investigate 
these easy-to-operate, time-saving DUO- 
FAST tackers. 


Write today for details 


FASTENER CORPORATION 
848 FLETCHER ST., CHICAGO 14, ILL. 








We are doing our utmost 
to improve the supply. 


Keep asking your Dealer 
for 


“NAT-MAT” Cardboards. 


NATIONAL CARD, 
MAT & BOARD CO. 


MERS. 
4318 Carroll Ave., Chicago, Ill. 


Allied Mills 
s Angeles, Calif. Peterboro, Ont., Can. 
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men, promotion men, displaymen, designers 
and craftsmen in all phases of merchandis- 
ing arts research. 

I sincerely 


including merchandising 
believe that this 
principle of coordinated marketing, plan- 
ning and teamwork between manufacturer 
and retailer will play an important part in 


the building of tomorrow's distribution ma- | 


chine, not only for Goodyear but for the 


entire structure of American business, large | 
It is of utmost importance be- | 


and small. 


cause it especially helps the small busi- 


nessman—and it is the small businessman 


will 
of free enterprise 


who preserve the American 


Paper Companies 


Add To Staff 


Crown- Mark Paper Corporation and Clare- | 
City, | 


mont Paper Corporation, New York 
announce the following additions to their 
staff: Paul Bull, formerly with the Pejep- 


scot Paper Company, will cover the Eastern | 


area; R. M. Crutcher, formerly with Bulk- 
ley, Dunton & Co., Inc., is assigned to the 
mid-West territory, Robert D. Price 
covers the New England Ralph T. 
Olsen, previously with the Sorg Paper Com- 


and 


area, 


pany, has also been added to the sales staff. 


Shoe Display Set 
Is Announced 


\ complete window ensemble ot 


display announced 
Kent 
street, St. 


display 


shoe fixtures has been 


delivery by the Roger 
North Seventh 


of plastic 


for immediate 
Company, 211 
nanufacturer 
This 


Louis, fix- 


tures complete set, known as_ the 
K-12, 
clear plastic display tables and shoe display 


litera- 


consists of 25 pieces, and includes 


stands for ladies’ shoes. 
available. 


| Jescriptive 
ture 1s 


New Fabric Lines 
Shown In Catalogue 
The 
Broadway, New 
the printing of a 
a large assortment of new and novel tinsel 
vel- 


Associated Fabrics 1600 
York City, has announced 
featuring 


Company, 


new catalogue 
fabrics, jewel cloths, tarletanes, nets, 
vets, display scrims, and sparkle fabrics. 
These materials are said to be particularly 
suitable for Christmas displays. Copies of 
the catalogue will be mailed upon request. 


Radiant Glass Fibers 
Purchases Building 


Joe Librizzi, Radiant Glass Fibers Com- 


pany, announces the purchase of a five-story | 
York | 


| City, where the firm’s offices, showrooms and | 


building at 11 West 29th street, New 
factory will be housed around the first of 
1948. The firm will continue to use _ its 
present space at 208 East 27th street. 








Don’t forget — send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where, 





advanced | 


tradition | 


modern | 





BEAUTIFUL FIBERGLAS 


Snow Crystals 


WHITE OR PASTEL COLORS 


















CJ-49 ASS'T SNOWFLAKES 
4" to 104" BEAUTIFULLY 
PATTERNED 


DOZEN ASS'T $1.60 
GROSS ASS'T $1§.00 




















CJ-54—DOZEN $6.00 
GROSS $69.00 










$6.00 DOZEN 
$69.00 GROSS 













er43y $7-50 
GROSS $8 7-00 













pozen 9g. 00 
cross $1Q2-90 



















DOZEN $9.00 
GROSS $102.9 





















Effective for Christmas 
and Winter Promotions. 


ARKOW-LEWIS ASSOCIATES 


PHILA 6, PA. 





705 ARCH ST. 
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Shield valuable display mer- 
chandise from _ destructive 
ultra-violet rays with: 


transparent 


PLASTIC SHADES 


Easy to install; simple to fit. 
A plastic sun shade for your 


window is a MUST for low 


cost sun insurance. 


Mail inquiries to: 


the PLASTIC SHADE CO. 


83-52 Talbot Street 
Kew Gardens 15, N. Y. 








Alert Merchants Boost 
Their Sales With 


“Roto ‘Sho 


TURNS 
THREE 
TIMES A 
MINUTE 


The ACTION Display-Way! 


on clocking tests prove that ROTO- 


SHO revolving window displays attract 
many times more customers than any “’still’’ 
display ... and frequently pay for them- 
selves in the first few hours of operation 
by doing a man-sized selling job. 


ROTO-SHO is sturdy and dependable. 
All steel, it will carry a load up to 200 lbs. 
Operates on 110 Volts A.C. and the standard 
unit comes complete with 18” table as 
illustrated. Attractive build-up fixtures are 
available for it too. There is also ROTO- 
WEEL for background displays, and ROTO- 
CEILING, a turntable that can be mounted 
to the ceiling. 


These year-round sales builders are 
available through better display jobbers 
everywhere. Write us TODAY for our com- 
plete new catalog. — Delivery is immediate 
from stock! 


GENERAL DIE AND STAMPING CO. 
Dept. N, 262 Mott St., New York 12, N. Y. 
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SEPTEMBER, 1922 

Herman Frankenthal completed his 25th 

vear as display manager for B. Altman & 
Co., New York City. 

\nother display manager to round out 


25 


years with one store was Joe O’Brien, who | 


had been a professional ball player before 
joining Halle Brothers, Cleveland, in 1897. 

q. H. Richter left his position as display 
manager for Younker Brothers, Des Moines, 
to join Ernst Kern Company, Detroit. 

Kk. P. Browder and Charles Haas, both 
of Buffalo, exchanged positions, Browder 
taking over display at Kobacker’s, and Haas 
at The Surprise Store. 

Major William Butement resigned as dis- 
play manager for Forbes & Wallace, Spring- 
field, Mass., 

Walter R. Lantaff joined Cohen Brothers, 
Jacksonville, Fla.; he had been with a 
Buffalo firm. 

\rnold Abrams, formerly president of the 


aiter 34 vears of service. 


Modern Artificial Flower Company, whose | 


plant was destroyed by fire, joined Adler- 
Jones Company, Chicago, as salesman in 
the Canadian and New England territory. 


SEPTEMBER, 1937 


\ demonstration of screen processing, | 
staged by W. H. Morton, display manager | 


for The Coleman Lamp & Stove Company, 
Wichita, was witnessed by 125 displaymen, 
artists and sign men. 

Kk. H. Leeker, for 18 years with The Hub, 
Chicago, resigned. 
Joe Chadwick, 
Famous-Barr Company, won first prize in 
a local contest held in connection with the 
Horse Show and the Veiled Prophet ball. 

The International Display Executives 
\ssociation, with headquarters in New 
York City, was organized with W. M. 
sacheller, Window 
president. 

W. Foster, formerly with the display de- 
partment of The White House, ‘San Fran- 
Davis-Schonwasser, of the 


display manager for 


Advertising, Inc. as 


Cisco. joined 
same city, as display manager. He _ re- 
placed Lawrence Fee, resigned, 

The Pacific Coast Association of Display 
Men met for its annual convention in 
Yakima, Wash. Walter Rimes, Henry Birks 
& Sons, Ltd., Vancouver, was elected presi- 
dent. J. Walter Johnson, Powers Furni- 
ture Company, Portland, was named _ first 
vice-president Other officers were Roy 
Samuel, Pacific Power & Light Company, 
Yakima, Wayne 


Corey, Spokane, third vice-president. Van- 


second vice-president ; 
couver was chosen for the 1938 convention 
city, with William Parnum, British Colum- 
bia Electric Railway Company, as conven- 
tion director. 

\mong American visitors to the Paris 
Exposition were Carl Skaer, McCurdy’s, 
Rochester, N. Y., and W. T. Munford, 
Thalhimers, Richmond. 

Ray Bianchi resigned as first assistant 
at Mandel Brothers, 


display manager for Goldblatt’s State street 


Chicago, to become 
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Headquarters for 
BAMBOO RATTAN 
MATTING 


All types and sizes for every 
purpose. Featuring South Seas 
Motifs. Largest selection of 
quality display material. 
Priced reasonably 
Immediate delivery 


Send today for latest price list 
Pacific Bamboo 


Products, Inc. 
1188 South LaBrea Avenue 
Los Angeles 35, California 











Made trom Your OWN Negatives or frints J 


OCRAFT cotteany 
tA 83543 BROADWAY 
KANSAS CITY, MO. 








made in the latest Fifth Ave- 
nue fashions—or your own 
description. Perfect fitting. 

Wholesale and Retail 


For particulars write 


Window Display Equipment Co. 


525 West 36th St. New York 18, N. Y. 


REDIKUT LETTERS 


Die Cut Cardboard Letters 


Popular sizes, styles and colors. Write for 
your samples and prices. Ask your Dealer. 


THE REDIKUT LETTER CO. 


2902 W. 76th St. Los Angeles 43, Calif. 




















ePlease Mention DISPLAY WORLD 
When Writing Advertisers 
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letter co. 


INCORPORATED 


New York City II 


wood 


i5] W. 18th St @® 


DISPLAY WORLD 


Your 
Column 








Dried Deeorative Materials 
from CALIFORNIA 
TEASELS in all forms; artichoke blossoms; India 
thistle; date palm florettes; grape stumps; man- 
zanita branches; dried grain heads; eucalyptus 
pods; pine cones. 
THE WATSON COMPANY 


21 CLAREMONT AVENUE, SAN JOSE, CALIF. 








RAISED GLASS LETTERS 


ALL STYLES - - - ALL SIZES 
PLASTICS, STOCK AND FROM SKETCH 
ALSO VIKING TYPE 1”, 1”, 2”, 3’, 4” 


Write for Price List 
FALK GLASS PRODUCTS CoO. 
5-9 Union Square New York 3, N. Y. 


If It's Made of WI R E 


We Make It 
Athens Wire & Brush Co., Inc. 


465 Broome Street New York City 13 
Phone CA 6-2718-9 




















ESQUIRE! HOLIDAY! LIFE! POST! 


FREE MAGAZINE SUBSCRIPTIONS! 
One year personal subscriptions free to Display 
Managers with orders for DRIFT PLASTIC SNOW 
FLAKES. Free subscription with each order of 
six bushels or more received by us before October 
15, 1947. Only $3.50 per bushel. Bushel covers 24 
square feet. Free Sample. Write: 


Mid-State Distributors 27)5STA7e STREET 








FOIL and FANCY 
PAPERS 


Plain and Embossed, Borders, Base Metal, 
Puffing Foil, Florist Foil, Chain Links. 


IN STOCK FOR IMMEDIATE DELIVERY 


R. A. OHLHORST 
454 Broome Street, New York 13, N. Y. 








SPECIALS for LIMITED BUDGETS! 


Exclusive 5th Avenue Displays 
From 50 to 75% off of Original Price 
Visit Our Show Room 


S. A. DISPLAY EXCHANGE 


354 W. 42nd St. New York City 18 











ANDLER AIRBRUSH 


forthe particular artist 


Jend for Catalog §2 


THAYER & CHANDLER 
910 W.VAN BUREN ST., CHICAGO.ILL. 








USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
5.00 Per Column Inch — CASH WITH ORDER 














I am prepared to represent firms located 
in your country and interested in the export 
of display unpro- 
cessed. If you would care to put them in 
touch with me it would be appreciated. 

I have with 
and display for many years and am willing 
to exchange credentials —W. P. Watson, 
P. O. Box 606, Port Elizabeth, South Africa. 


material, processed or 


been associated advertising 


Service 
of display 


Please find enclosed a Bureau 
slip, listing a materials 
and problems upon which we would welcome 
information. I that Service 
Bureau is open to all subscribers and that 
other Australian companies have availed 
themselves of this service. 

DISPLAY WORLD still ranks top favor- 
ite in its field here and provides a source 
from which to gather up-to-the-minute de- 
tails on trends and materials in display. | 
would, however, like to see more space on 
soittgood materials, hardware, etc. No doubt 


series 


note your 


| there are many displays of this nature which 


would warrant appearance in publi- 
cation and would be depart- 
mental stores carrying these lines in addi- 
tion to wear.—John M. Strathen, 
J. Richardson & Co. Pty. Ltd., Armidale, 
New South Wales. 


your 
welcomed by 


fashion 





One year isn't enough of your grand 
Make it two years. Check en- 
Elston E. Shaw, Milton, Wis. 


monthly. 
closed.- 


We are planning on publishing a hand- 
book on modernization for 
Among. the 
articles dealing in store modernization, we 
are also covering that of display. In order 
to brighten the page, we would like 
strip of the 
display suggestions which appeared in DIS- 
PLAY WORLD. Would you kindly inform 
us 1f we have your authorization to repro- 
duce this strip of illustrations in the man- 
ner outlined Gerard E. Cote, ad- 
vertising manager, Greenshields-Hodgson- 
Racine, Ltd., Montreal. 


general store 


the benefit of our customers. 


very 


much to run a enclosed six 


above. 


I have been a DISPLAY 
WORLD for many years and look forward 
to my issue each month. I think DISPLAY 
WORLD has done more to foster our pro- 


subscriber of 


organ. It 
that a dis- 
playman is proud to show his management. 
W. Andrew director, Bry- 
Block Mercantile Corporation, Memphis. 


fession than any other display 


has the kind of material in it 
Riley, display 


Congratulations on DISPLAY WORLD's 
recent silver anniversary. As I recall from 
with DISPLAY WORLD 
1932, it was a pioneer publication 
in a very important field of sales promotion. 
I'm sure 


my first contact 


back in 


your “shadow (of influence) hasn't 
with the passing of a quarter 
of a century —Gurdon Simmons, public re- 


lations, Allendale, N. J. 


’ ” 
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METROPOLITAN 
MECHANICAL 
DISPLAY CO. 


50 WEST 22ND ST. 
NEW YORK CITY 10 


OR. 4-4667 


Large stock of Reconditioned Mannikins 
and 19th Century Period Mannikins. Also 
Mechanical Attractions for Show Win- 
dows and Displays. 











CHRISTMAS 
BALLS 


g/ GROSS 


red , 


jn blue “ 
* silver 


SUBJECT TO PRIOR 
SALE 


ORDER TODAY! 
GENERAL DISPLAY CORP. 


140 West 4th Street 
Cincinnati, Ohio 
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The BINDER you've been 


e SUBSTANTIAL CONSTRUCTION 
e IMPROVED REMOVABLE BARS 
e CLOTH BOUND e HOLDS 12 COPIES 


DRC NR OR SI 


DISPLAYS 
WORLD. 








These binders are beautifully bound in maroon, with the 
title in gold. Each holds a full year's issues of DISPLAY WORLD. 
Insertion or removal is easy and fast. Keeps your copies clean 
and handy for reference. 


$2.50 Each 


POSTPAID 


Orders accepted for UNITED STATES AND CANADA ONLY because of 
shipping difficulties. 


DISPLAY WORLD . CINCINNATI I, OHIO 





| of the one magazine I can not do withoi 
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Kindly be advised that my address | 


| been changed to 6002 Graciosa Drive, Hol 


wood 28. I hope I won't miss a single copy 


—( Joden Salmon, Hollywood. 


It has been quite a while since you hay 
heard from me. In fact, it has been sir 
you published my article on display 
Mexico City last June or July. I am still, 
for an indefinite period, a resident of South 


| America. 


For almost 10 months I have been living 


| in Montevideo, and four months of. this 


time I have been working in a department 
store designing their window displays. It 
has occurred to me that the experience | 


am having here should be of some use to 


someone in the display business at home. 
I speak Spanish and have made many con- 
tacts, both here and in Chile. Display, 
publicity and advertising are my interests 

If American display is going to hop on 
the Latin American display wagon, we'd 


better get started. There is a wonderful 
market here if only shipping and import 
regulations were easier. Regardless, there 


| is still lots of ground work to do before we 


can begin to export display materials from 


| the United States. 


I recently had the store I work for take 
out a subscription to DISPLAY WORLD, 
and the copies are coming regularly. You 
can imagine that the magazine is practically 
my Bible-—Marie Louise Drake, Calle Para- 


| guay 1438, Montevideo, Uruguay 


Squires Heads Display 
For New Store 


A new department store, under the name 
of Stauber’s, Inc., is expected to open in 
Decatur, I1l., on November 1 with prac- 
tically all of the officials and department 
managers having formerly been with Geb- 
hart-Gushard Company, of the same city. 
Arthur L. Squires, for many years in 
charge of display for the latter firm, will 
direct display and advertising. He is also 
a director and stockholder in the new 
company, which is incorporated for a half 


million dollars. 


Timbertone Moves 
Offices, Showrooms 


Timbertone Decorative Company, Inc., has 


| moved its offices and showrooms from 15 
| West 24th street, New York City, to the 
| firm’s new plant at 324 Lafayette street. 








We invite DISPLAY WORLD read- 
ers to make frequent use of the 
Service Bureau for information on re- 
sources for all types of display mate- 
rial and equipment from air brushes 
to zebras (stuffed), or for general 
consultation on display problems. No 
charge is made for this service, of 
course. 
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POSITION WANTED 

ow Display Manager, 100 per 
bility rating; A-1 references, 
rtising experience; capable, ag 
ve, dependable 

Address “BOX 9LM” 

re of DISPLAY WORLD 








WANTED 


INSPIRED DISPLAY 
MANAGER 


u're tired of conventional dis 
. if you have ideas and want 
hance to use them, this oppor 
ty is for you. New York fur 
re chain wants a window dis 
manager with originality, a 
h approach and a touch of geni 
Good salary, unlimited scope, 
excellent future 


Address “Box 9BN”’ 


Care of DISPLAY WORLD 








WANTED 
DISPLAY MANAGER 


Capable of designing and exe- 
cuting women’s apparel (and 
ccasionally other) windows 
and interiors, including cards 
ind backgrounds. This is a 

position here, for which 
ve expect to give appropriate 
compensation. Replies will be 


kept in confidence. Please 
state age, experience, marital 
status, etc., in first letter. 


The Franc Company 


Davenport, Iowa 








DISPLAY JOB 
WANTED 


lhoroughly experienced in 
lisplay for high grade 
men’s and boy’s clothing 
ind furnishings store. Ex- 
rvice, age 37, 20 years 
vith present connection, 
vill go anywhere. 


Address “Box J. B.”’ 


Care of DISPLAY WORLD 








EXPERIENCED 
DISPLAY MANAGER 


vishes position as interior 
exterior director in first 
iss department store. 15 
ars’ excellent experience 
sow employed. Will con- 


ler any section of U. S. 


\ddress “Box 9MR”’ 


ire of DISPLAY WORLD 











WANTED 


Sales 
Manager 


and 


Salesmen 


For top line, high price manne- 
quins. Brilliant opportunity for 
right persons who are ambitious. 
Must be thoroughly experienced 
and have unquestionable past 
record. Write ALL in first letter. 


Immediate response welcomed. 


Confidential. 


Address “BOX 9W2” 
Care of DISPLAY WORLD 


SALESMAN—For New York City 
and vicinity Must be experienced 
with following New York firm 
carrying a good line of display fix 
tures, display materials. Salary plus 
commission, Tel. CHickering 4-4087 


Address “BOX CD” 
Care of DISPLAY WORLD 








WANTED 
DISPLAY MAN 


and salesman for men’s 
clothing and furnishing 
goods store City of 
40,000 in Wisconsin 


Address “Box P544” 


Care of DISPLAY WORLD 








WANTED 
WINDOW TRIMMER 


We desire the services of a 
thoroughly experienced display 
man and show card writer for 
Junior Department Store. Will 
pay interesting salary. Write 


GRABER’S STORES 
P. O. Box 495 
Paragould, Arkansas 











WANTED IMMEDIATELY 
—Used PRINT-A-SIGN Ma- 
chine and large paper cutter. 
Write to Herbert Reader, Dis- 
play Manager, c/o Worth, 
Hartford, Connecticut 








FOR SALE 
CHRISTMAS UNIT 
Consisting of six prancing, 
life-size white plaster of paris 
reindeer and colorful sled 
measuring approximately 5’ x 
314’ x 3’; sled is completely 
collapsible. Jovial papier mache 
Santa Claus can be had if 
desired. Will sell at a sacri- 
fice price. FOB Milwaukee. 
Photo sent on request. 


Address “Box 465” 


Care of DISPLAY WORLD 














CONNECTION WITH JOBBERS 
OR DISTRIBUTORS Wanted by 
manufacturer of metal display fix 

tures and racks. Low overhead, 
2000 square feet, located in New 


York. 
Address “BOX 988” 
Care of DISPLAY WORLD 
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WANTED 


EXPERIENCED 
DISPLAYMAN 


Write own cards for men’s 
store established 65 years. 
Permanent position. State 
full particulars. All replies 


confidential. 


A. Refowich & Sons 


Bethlehem, Pa. 








CAREER BUILDERS 


A placement agency 
specializing in Display 
Personnel. 

Need trained display 
personnel ? 

Looking for a display 
position ? 


Write, wire or phone 
CAREER BUILDERS 
35 West 53d Street 
New York City 19 
Circle 6-2665 


Franklyn C. Wiskow, 


Licensee 








SALESMAN 
WANTED 


for decorating paper-metal 
floss material, all colors. 
Fine sideline to department 
stores and decorators. Re- 


plies confidential. 


Address “Box 920’ 


Care of DISPLAY WORLD 


ATTENTION! 





Resident 


Display Fixture Salesmen 


If you are Experienced in the Display and 
Fixture Business we offer you the finest 
opportunity in This Field 


Display Floral Props 
Floral Pieces 


Materials 


Seasonal Props 
Complete Range of 


Fixtures 


Maryland South Carolina 
Washington, D. C. Louisiana 
Pennsylvania Mississippi 
West Virginia Georgia 

North Carolina Alabama 


Our Lines Include: 


We want resident men with experience only, to 
represent us in each of the following states: 


Florida 
Texas 
Arkansas 
Tennessee 
Kentucky 


Mannikins of Men, 
Women, Children 


Electrical Display 


Lighting 
Show Cases 


Wall Cases 


STORE FIXTURE INSTALLATIONS 


Rear Door 


In Fact, We Can Complete a Store From Window to 


If you are a go-getter and want to tie in with a 
firm that is wide awake. . 
If you are really sincere and know you can do 
a good job in your state... 
If you have been given the run-around and 
want to work with a firm that will do every- 


thing in its power to work with you . 


.+ Fee 


WRITE US TODAY FOR FULL INFORMA- 
TION CONCERNING OUR EXCELLENT 


PROPOSITION ... 


perience in detail. 


All correspondence confidential . . 


know of this ad. 


and state complete ex- 


. our employees 


BOX 9SC - care of DISPLAY WORLD 


POSITION WANTED 


Salesman of outstanding 
ability. Young, ambitious, 
personable, college gradu- 
ate. Interested in position 
as direct sales representa- 
tive for large display 
manufacturer. Available 
February 1, 1948. 


Address “GRM” 


Care of DISPLAY WORLD 








Home Study ... “LESSONS IN 
WINDOW DISPLAY” — A low 
priced, practical and _ up-to-date 
course covering all phases of the 
subject. Of value to the experi- 
enced trimmer as well as the begin- 
ner. Over 500 pages with 1,000 
sketches to show you how. Write 
for circulars. WILL H. BATES, 
Box 101, Ellsworth, Ill. 








FOR SALE 
Will sell 50% of a grand display 
business in Southern California to 


a display artist who can do show 
cards, scrolls, screen processing, 
etc. Have more installation con 
tracts than I can handle. Also a 
fine display jobber business. No 
competition — unlimited possibili 
ties. $5000 for a participating half 
of the business. Shop equipped 


with all new and fine machinery. 


Address “Box 8BC” 


Care of DISPLAY WORLD 








SALESMAN 
WANTED 


NON-COMPETITIVE 
LINE 


Address “Box 68” 
Care of DISPLAY WORLD 




















POSITION WANTED 


Display Manager available Has 
had 17 years experience with finest 
store windows, layouts, and back 
grounds Married Very good ref 
erences 

Address “BOX R. W.” 


Care of DISPLAY WORLD 











2 Young Norwegians 


both aged 24, joint owners of 
go-ahead Oslo publicity con- 
cern, one specializing in dee 
orative painting, the other in 
display and administrative 
work, would like work for a 
vear (preterably together) in 
the U. S. A. (New York) to 
gain experience to complete 
their training, etc. Excellent 
war record. For particulars 


Address “Box O.N.”’ 


Care of DISPLAY WORLD 








FOR SALE 
$800 


DICKEN’S CHRISTMAS CAROL 
Designed and Built by Al Bliss 


al dad 


OND wb 


Office of Scrooge and Marley 
Marley’s Ghost. 

Fezziwig Ball 

Ghost of Christmas Present 
Tiny Tim’s Home 

Scrooge Dies 

Scrooge Buys Prize Turkey 


Alms and smiling. 


care of DISPLAY WORLD 


Address “BOX 9FB”’ 


Shadow Boxes measure approximately 3’ x 4’, 
figures 12”’ high. Scenes: 


Scrooge walking through streets giving 


EXPERIENCED 
DISPLAY MANAGER 


desires position in modern, 
progressive store. Ten years 
experience in display on Fifth 
Avenue, N. Y., and in Europe. 
Knows designing, advertising, 
painting and sculpturing. Age 
>? y e > « 
33. Veteran. A-1 references. 


Address “Box 8 SS” 


Care of DISPLAY WORLD 








CORRESPONDENCE  INSTRUC- 
TION—In Window Display. Adver- 
tising and Card Writing. In opera- 
tion for nearly 40 years with over 
20,000 graduates in nearly every 
country in the world. New graphic 
instruction and new short courses 
at several prices. Write for catalog 

THE KOESTER SCHOOL 

300 W. Adams St., Chicago 











Use The 
OPPORTUNITY 
EXCHANGE 
$3.00 Per Column Inch 
CASH WITH ORDER 









a 


i a iit 











—_ 





























SEPTEMBER, 1947 


DISPLAY WORLD 


123 








DISPLAY’S 
QUICK 

ACTION 

MARKET 
PLACE 


... that is the 


Opportunity 
Exchange 


Use it for 
e POSITIONS Wanted 
e POSITIONS Vacant 
e SALESMEN Wanted 


e USED DISPLAYS 
FOR SALE 


e USED EQUIPMENT 
FOR SALE 


Get Quick Action At 
LOW COST! 


$3.00 


Per Column Inch 


Forms For 
OCTOBER ISSUE 
CLOSE 
OCTOBER 5 


SALES REPRESENTATIVE 
WANTED 


Few territories still available for experienced display men 
with proven sales record and live contacts with depart- 
ment and specialty stores. Our line of mannequins, forms 
and fixtures is most complete and nationally known. 
All replies confidential. Write fully. 


Address “BOX 89A”’ 


Care of DISPLAY WORLD 








WANTED 
DISPLAY SALESMEN 


Manufacturer of EXCLUSIVE fast selling line of floral 
units, display sets, novelties and artificial flowers seeks 
salesmen for exclusive territories coast to coast. 


Our line will be shown by you in a new, unique method 
of presentation which can’t miss! 


e THIS POSITION IS PERMANENT 
e ATTRACTIVE COMMISSION OF 25% 
@ Real Moneymaker e Prices are Right 
e No catalogues—no photographs—no conflicting territories 


If you carry associated line in Display Field, that is 
satisfactory, but not same type merchandise. Join US NOW! 


Correspond at once giving States you cover, type line 
carrying now, if any. Give two business references. Appli- 
cations strictly confidential. 


Address “BOX 9 G. A.” 


Care of DISPLAY WORLD 











ATTENTION MANUFACTURERS 


Displayman Wants Pcsition in Mid- 
Exclusive new display novelties west preferably in Arizona for 
health of family. 18 years in de- 
partment store and specialty ladies 
ready-to-wear trimming; cards, 
background construction. 


FLOYD UHLICH, R. D. 1 Castle- 
wood, New Castle, Pa. 


wanted for my long established 
fine retail and department store. 
Trade in the Southern States. 


Address “BOX 500” 
Care of DISPLAY WORLD 














ARE YOU A TOP SALESMAN? > >? 


We can offer you a large drawing account on sales com- 
missions of 20%. Our sales of display materials, original 
display units and accessories have increased 33-1/3% over 
last year. If you're the man who wants to make $10,000 
yearly and over, write particulars to: 


TRI-ALLIED CREATIVE DISPLAYS 
200-202 North Pearl Street 
Baltimore 1, Maryland 











WANTED CHRISTMAS 
ANIMATED DISPLAY 


Will consider anything with Christmas 
atmosphere and themes. Must be in 


good working order and _ condition. 


R. K. PUGH 
SHREVEPORT, LA. 


SELBER BROS. 








DISPLAY 
WORLD 


Display’s Great Monthly Digest 


SERVICE BUREAU 


The DISPLAY WORLD Service 
Bureau will be glad to supply the 
latest authentic information about 
anything in the display line in 
which you are interested. If you 
do not find your needs listed on 
this blank, write a separate letter. 
If we do not have the information 
you want on file, we’ll find out for 
you. Avail yourself of our service 
facilities without cost or obliga- 
tion. This service includes an an- 
alysis of any display problem. 


() Air Brushes 
{] Airpainting Equipment 
[] Animated Signs 
(] Artificial Flowers 
C] Artificial Snow 
{] Backgrounds 
{] Background Colors 
{] Background Coverings 
[] Brushes and Pens 
{]Card & Mat Board 
[] Cardwriters’ Materials 
[] Color Lighting 
{_] Composition Pieces 
[] Crepe Papers 
{) Cut-out Letters 
[] Cutting Machines 
[) Decalcomania 
{] Decorative Papers 
{] Display Forms 
[] Display Furniture 
C] Display Letters 
[] Display Racks 
[] Drawing Boards 
[] Dye, Rug and Carpet 
[] Enlarging Projectors 
{| Fabrics and Trimmings 
{] Fixtures 
{] Flags and Banners 
C] Foils 
[]Glass Specialties 
[] Grass Mats 
C Hosiery & Shoe Forms 
{]Invisible Glass 
{]Lithographed Displays 
[] Mannequins 
[] Metal Sheets 
{] Millinery Heads 
[] Motion Displays 
—] Motion Mechanisms 
C) Mouldings 
{] Natural Foliage 
f] Pageants & Exhibits 
f] Paper Sculpture Displays 
{] Papier Mache Specialties 
—] Photographic Blowups 
— Plaques (Window) 
C] Plastics 
Price Cards—Tickets 
[] Price Ticket Holders 
Cl] Ribbons 
[])Sale Banners 
[|] Show Card Colors 
[] Show Cards 
(Show Case Lighting 
[] Show Cases 
[) Store Designing 
— Socks—Window 
[1 Store Equipment 
tT Signs—Brass—Bronze 
f] Signs—Card Holders 
— Signs—Electric 
f] Sign Printing Machines 
[Sleeve Forms 
[] Store Fronts 
] Tackers 
| Time Switches 
7 Turntables 
[| Venders (Imitation) 
[] Wall Board 
- Wies 
1 Window Lighting 
[Do you wish a copy of their 
catalogue? 
[1] Do you plan to remodel your 
store soon? 
[Do you plan to build a store 


soon? 
MAIL TO 


DISPLAY WORLD 


CINCINNATI 1, OHIO 


= 2 we ee ee mem 
Firm 


Display Manager 
Street 














City State 
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Feel that draught? 


CHRISTMAS...A Command Performance. .. It is 
Nearly Upon Us! To Increase Sales and Profits 
Show More Merchandise, More Effectively! 


This large volume period is achieved and sustained through eye- 
appeal... the psychological, visual quickening of the pulse that 
accelerates buying and builds sales. Be sure you see the latest, 
improved merchandising Displays by Darling. There’s a friendly 
Darling Displays Distributor located near you... write for list 
and new, complete Christmas Catalog. Illustrated below are but 
a few of hundreds of attention-getting, sales-producing displayers 


he is able to offer. Place your order early for prompt shipment. 


L.A. DARLING CO., BRONSON, MICH. 


DISPLAYROOMS: NEW YORK, 47 W. 34th + CHICAGO, 222 WEST ADAMS 


Look to Your Friendly Darling Displays 
Distributor — Your One Dependable Source 
For Everything In Display Equipment. 

















* ® 
Hips, Hips Array. @ @ essentially so... for it's the figure that is to be dramatized in this sea- 


son's fashions. The dress designers of the country are truly recognizing the series of feminine curves and will 


favor them in the natural silhouette. Darling Style-Center Mannequins are models that reflect this impor- 
tant style trend ... they are sculptured in life-like proportions to enhance the style-lines of the new garments 
you will display. Your friendly Darling Displays Distributor is prepared to show you the full and complete 
line of Darling Style-Center Mannequins, without obligation. Write for list, or visit our Displayrooms in 
New York, 47 W. 34th...in Chicago, 222 W. Adams. L. A. DARLING COMPANY, BRONSON, MICHIGAN. 
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Your One Dependable Source 





For Everything In Display 


